


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
Gro. P. Rowe & Co., Publishers, 10 Spruce St., NEw Yor«. 








Vou. XLI. NEW YORK, OcrToser 8, 1902. 


en 
The 


Philadelphia 
Record 


is one of the best 
MAIL ORDER 
ADVERTISING 
MEDIUMS in the 


county. « «© «© e e 


BECAUSE 


it has the LARGEST 
PAID CIRCULA- 
TION in PENNSYL- 
VANIA and Jecause 
its rate for almost any 
classification is only 
ONE CENT A 
WORD when prepaid. 


Send for New Rate Card 
and Sample Copy. 





"New York Office : Advertising Manager, Chicago Office: 
611 Temple Court. Philadelphia. 1002 Tribune Building. 








PRINTERS’ INK. 














THE BEST SCHOOL FOR ADVERTISING. 


PRINTERS’ INK 


THE LITTLE SCHOOLMASTER IN THE ART OF ADVERTISING. 





Clubbing Rates for Autumn of 1902. 


PRINTERS’ INK will be sent to any address from now 
to January 6th, 1904, for Five dollars. 

PRINTERS’ INK will be sent to any address for five 
years, from now to January rst, 1908, for Ten dollars. 

Five copies of PRINTERS’ INK, ordered by one person, 
but sent to five different addresses if desired, will be sent 
from now till January 6th, 1904, for Ten dollars. 

Any person securing fifty dollars for subscribers, on 
the terms specified above, may deduct twenty dollars as 
an agent’s commission and remit thirty dollars in full 
settlement. By these terms a payment of thirty dollars 
will secure 

One subscription for PRINTERS’ INK for twenty-five 
years, or 

Twenty-five subscriptions for Printers’ INK for one 
year. 

These terms hold good until December 31st, 1902, 
and no longer. 

This offer is favorable for advertising schools who 
wish to present their pupils with a year’s subscription to 
PRINTERS’ INK and for newspaper men who wish their 
local advertisers to read PRINTERS’ INK regularly, and 
thereby become more intelligent and, therefore, more lib- 
eral users of advertising space. 

Canvassers may have sample copies free on appli- 
cation. 

Address all communications to 


PRINTERS’ INK, 
10 Spruce St., New York. 
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CAR CARD REFLECTIONS. 

Great is the tradition of the 
chromo-lithograph. Woodcuts have 
disappeared, with the various shad- 
ed and curlycued type-faces of a 
decade ago, and the queer old 
stork ornaments, and the wavy 
borders, and many other things 
that were once thought indispens- 
able to advertising and typography. 
But the chromo-lithograph per- 
sists even until the fourth and fifth 
generation. It has taken the shape 
of a persistent tradition, and does 
not mean to be improved out of 
existence, evidently. 

The editor of Printers’ INK 
asked me to write a review of cur- 
rent car cards—to go forth into the 
city, select the examples that seem 
most novel, artistic, forceful, sug- 
gestive and valuable as pure ad- 
vertising, and write a_ critique, 
showing their good points and 
warning advertisers against their 
weak ones. But an inspection of 
New York surface and elevated 
cars, as well as an examination of 
the specimens at the offices of sev- 
eral advertising concerns, reveals 
little indeed that is worthy of com- 
ment. The trail of the chromo is 
over all street car advertising, and 
: critique of that used in New 

York during the past would be 
simply an appreciation of a certain 
school of lithographic “art.” It is 
all very well to say that these cards 
advertise. Of course they adver- 
tise, for the same firms pay for the 
car space year after year. No man 
can monkey recklessly with arith- 
metic. But do they advertise as 
thoroughly as they ought? Is it 
impossible to make car cards pay 
better returns—make them more 
attractive and novel? Is the chro- 
mo a final stage of the car card— 
a thing like the violin, capable of 
no improvement? Haven't most 
of the street car successes been 
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achieved with novelties? And are 
there so very many street car suc- 
cesses anyway? Will street car 
advertising compare with newspa- 
per or magazine publicity in point 
of development? There is the 
modern poster. Clever French- 
men took pains to invent it some 
ten years ago. English and Amer- 
ican artists took it up and worked 
it out in countless variations. 
Hardly any one thing has had so 
radical an effect upon advertising 
as the poster. It has revolutioniz- 
ed illustration, type display, en- 
graving processes and the very 
manner of writing publicity. Ad- 
vertising was hidebound ten years 
ago, but the poster has made it 
flexible. The poster has even mod- 
ified street car advertising to a 
certain degree, but its influence 
has been so small as to be hardly 
worth noting. There is nothing in 
all advertising so effective as the 
poster, with its few strong, simple 
colors, its few strong, simple fig- 
ures in bold lines, its few strong, 
simple words of argument. Yet 
when advertisers—and very able 
ones—decide to go into the street 
cars they abandon all that the post- 
er has taught them and go back 
to the chromo—the mawkish litho- 
graph that was once given away 
with tea and coffee. 

Do you remember the classified 
newspaper ads of the days when 
display advertising was almost un- 
known? Perhaps you were a boy 
then, or a girl, for it must be as 
long ago as I The composi- 
tor set an ad in a combination of 
caps, small caps and lower case of 
the paper’s body type, bringing out 
the firm name or its commodity in 
a weird sort of letter made up of 
letters. “Carpets” was set with 
the “C” made un of little “C’s,” 
the “A” of little “A’s’’ and so on. 
If you are too young to remember, 
just look into an English newspa- 
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per, where the custom still sur- 
vives. That custom was contem- 
porary with the chromo-lithograph. 

The sin of the chromo, with its 
paste-faced women and its sissified 
men is—well, it has several sins. 
It isn’t simple or strong. It isn’t 
readable--has too many styles of 
letter crowded into the corners in 
snaky curves. It is dreadfully 
commonplace. No reader ever ex- 
pects new effects in chromo car 
cards, for the chromo belongs to a 
school of “art” that was exhausted 
long ago, and was never any great 
shakes in the days of its youth. 
Therefore, it is time that it was 
ousted from its last stronghold, the 
street cars. It must give place to 
something in keeping with other 
lines of publicity. Heaven knows, 
it is costly enough. Put the same 
amount of money into modern 
poster effects, Mr. Advertiser. 
Study the covers of Collier’s if 
you want models for cards—or 
those of the Saturday Evening 
Post, Success or Scribner's. These 
covers are nothing more nor less 
than car cards. They are made by 
artists like Leyendecker, Maxfield 
Parrish, Bradley, Blanche Oster- 
tag and Sarka to attract attention 
to the magazine on news-stands. 
And they do attract attention, and 
sell the magazines. The art edi- 
tors have the car card idea in its 
last development, for they must 
sell their car cards at ten and 
twenty-five cents apiece. Surely 
the same methods will secure a 
reading for cards in the cars. 

Or, if it is a question of econo- 
my, print your card in type—plain 
tvpe—the plainer the better. Next 
time you enter a car note how your 
eye lights on the plain white card 
printed in plain black old style— 
three or four lines at most. The 
Omega Oil Philosophy, for ex- 
ample. or the Macbeth cards. You 
read them first of all because they 
are a relief from the chromo. They 
will attract you for many a year to 
come. Do you think that you are 
an exception to other passengers 
in this respect? The next impor- 
tant failing of car cards is that of 
monotony. They are not changed 
often enough. Begin again with a 
study of yourself. Are you not at- 
tracted at once by a new card? 
And are they not in the nature of 


an event in your daily rides about 
town? Certainly there are few of 
them. They do not average two 
a week upon the New York car 
lines, while some that are displayed 
to- day have been running a_whole 
year without variation. There’s 
the Carter’s Little Liver Pill card, 
for one, and the Samson Hair 
Brush chromo, with its wholly ob- 
jectionable young man. Cards 
ought to be changed every week, 
and, furthermore, ought to be 
varied in style so that there will 
be no chance of mistaking this 
week’s card for that of last week. 
The Mennen Talcum cards are re- 
newed frequently, but look alike as 
peas. There is a pretty girl or a 
baby, with a half dozen words of 
trite argument. It is not possible 
for one person in a hundred to de- 
scribe the Mennen card now run- 
ning in the cars, or to recall one 
that made an impression upon the 
memory. The Mennen cards must 
advertise and sell the powder, but 
could they not advertise more ef- 
fectively? If they caught the eye 
and stuck in the memory as persis- 
tently as the “Jim Dumps” series 
wouldn’t they sell more borated 
talcum merely as a matter of ma- 
thematics? Among the best cards 
that appear in New York cars are 
those of Rogers, Peet & Company. 
They are usually designed on post- 
er lines, are always unique, always 
different one from the other, offer 
some specific article in a forceful 
way, and have simple color 
schemes. Sometimes they are 
humorous. But above all things 
they have a definite idea—some- 
thing to say which they say clear- 
ly, unmistakably. Therein they 
offer the farthest possible contrast 
to the chromo, for it never has 
anything to say whatever. The 
wonder is that it manages to con- 
vey any intelligible meaning at all. 
But the fact that it does convey 
some meaning and sell goods is— 
no, not an argument for its effec- 
tiveness, but a proof that greater 
effectiveness would bring greater 
returns. The card of the future 
will be artistic. And it will be 
changed every minute. An inven- 
tor will come along one of these 
days with light, simple apparatus 
for displaying a dozen changes in 
each space, The car card will be- 
" (Continued on page 6.) 
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Advertising Manager 
The Evening Sun, 
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Dear Sirs 
We tried one small] advertise- 
went last week in the “Evening Sun" offering Fifty 
Gollars for a suitable Catch-phrase to advertise our 
Electric work in the homes | 
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replies from your paper notwithstanding the fact that we 
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come infused with life, keeping 
passengers amused and interested. 
The same mechanism, doubtless, 
will show street names and other 
useful information. Such an in- 
vention is not at all impracticable, 
and the inventor is likely to be 
along before Christmas. While 
they are waiting for him it will 
behoove car advertisers to develop 
cards and utilize space to better 
advantage. Passengers have plenty 
of time to read all the cards in the 
longest car, and will keep track of 
them if they are changed every 
day. Car space is not producing 
nearly as good results as it is cap- 
able of producing. Even with the 
chromo, the lack of strong ideas 
and the practice of leaving cards 
in the cars until they become eye- 
sores, this medium pays, and pays 
handsomely. A little—oh, a very, 
very little—intelligent considera- 
tion of human nature as it re- 
veals itself in street cars ought to 
convince far-seeing advertisers that 
this field is capable of more de- 
velopment than any other adver- 
tising medium. 
Don’t you think so? 


— «oe — —- 
DEFINITELY SETTLED. 


Western newspaper man re- 
cently interviewed PRINTERS’ INK 
for the purpose of having settled, 
once and for all, a number of im- 
portant questions that had for a 
considerable period absorbed his 
attention and overworked his in- 
tellect. The discussion, as_ set 
forth in a recent issue of the Mil- 
waukee Sentinel, is reproduced be- 
low: 

Badger State Journalist—‘‘Does_ the 
advertising agency represent the adver- 
tiser, the publication or both? And if 
one, which, why and how? ' 

The Little Schoolmaster—“It main- 
tains an office for the reception and 
forwarding of advertisements. It will 
tell the advertiser what the publisher’s 
price will be and take the order at that 
price. Or. if the advertiser chooses. it 
will take his offer for the service desired 
and forward it to the publisher for his 
consideration. In either case, if the 
publisher accept the advertisement at the 
price named, the agent will pay the bill 
when due. whether he is or is not paid 
by the advertiser but, will deduct a com- 
mission for his service. He represents 
three persons; first, himself: second, the 
advertiser from whom his profit comes, 
if there is a profit; third. the publisher. 
who furnishes the machinery by means 
ef which the business is done and for 
whose “_ the said business is grist.” 
—“‘Would the substitution of 








a ‘flat’ rate (on the level) in lieu of 
the current complications and connood- 
lings of shifting rates and shifty de- 
vices tend to produce a vast increase 
of business through the agencies, to 
the advantage of all concerned, every 
one knowing just where he is at? If 
so, why? It not, why not?” 

T. L. S.—“If a flat rate were adopted 
everyw ae and stuck to it would work 
vastly to the advantage of the best pa- 
pers, say about one in every score of 
those now existing, and quickly drive 
out of existence the other nineteen. 
twentieths of poorer publications. It 
would be better for the so-called gen- 
eral agent who assumes to represent all 
papers. The flat rate is the only fair 
rate. No more than one paper in twen- 
ty. can live by adopting a rate that is 
fair and just. The great majority of pa- 
pers make their living out of advertisers 
who think every paper worth just about 
as ey as every other paper. 

B. S. J.—‘In the matter of ‘circula- 
tion’ a a basis for rates, is it THE or 
even an_ essential factor compared with 
‘quality’? and can this latter term be 
quantitively defined and financially rat- 
ed? And whichsoever, why 

T. L. S.—“‘It is THE pn factor. 
Circulation without quality may be worth 
something, but quality without circula- 
tion can be of no use to an advertiser. 
The quality cannot be represented by 
figures explained by a key. It is by no 
means most certain to be found where 
its existence is most loudly asserted. 
It is like integrity in a man and virtue 
in a woman. Those who talk most about 
it do not, as a rule, have enough to 
warrant boasting. There is such a thing 
as quality, and it is valuable, but to the 
general advertiser it generally costs a 
great deal more than it is worth. The 
advertiser who secures a good circula- 
tion of fair quality does well, but he 
who gets into papers read only by kings 
and millionaires invariably pays more 
for them than the service they can ren- 
der is worth,’ 

B. S. J.— ty ould not a general organ- 
ization, after the pattern, say, of the 
National Educational Association, for 
joint and several conference of the vari- 
ous interests—commercial, professional 
and technical—concerned in advertising 
= a_ good thing? If so, why not try 
to betes it about ?”" 

T. L. S.—‘‘Just now there is too much 
organization, too much combination. The 
poor workman is benefited by a trades 
union, but the exceptionally good one 
is retarded in his progress by the level 
ing process that the union brings.’ 


All of which. thus veraciously report- 
ed and accurately set down, is respect- 
fully submitted to advertisers, adver- 
tising men, advertising agents and pub- 
lishers wherever fount. 


ONE OF TUF, MERCH. ANT’S 
“THANKLESS TA 

Every merchant knows ey it is a 
thankless task to sell inferior goods. 
Even if vou have given the customer fair 
value for his monev he does not re- 
member the price paid but only that the 
goods were not “right” if they do not 
possess the wearing or shape-retaining 
qualities of which he thought their ap- 
pearance gave promise.—Apparel Ga- 
cette. 
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Peoria, Illinois, 


is a prosperous city. It stands fourth in 
the matter of grain receipts among all of 
the cities west of the Allegheny moun- 
tains. It pays more revenue into the 
National coffers than any city of its size 
in the world. In bank clearings it rivals 
cities of three and four times the popu- 
lation. Like the city 


THE 


PEORIA 
STAR 


is a prosperous newspaper. It prints 
more than 24,000 copies daily. It runs 
more inches of paid advertising matter 
than any paper published in any city of 
its size or twice its size in the world. It 
prints twice as many papers as both its 
local competitors combined, and runs as 
many inches of advertising as both of 
them put together. 


If you see it anywhere you see z¢ in 


THE PEORIA STAR. 


N. M. SHEFFIELD, 








Manager of Foreign Advertising, 


84-85 TRIBUNE BUILDING NEW YORK. 
UNITED STATES ExpREss Co. BLpG., CHICAGO. 
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WHAT THE AMERICAN 
NEWSPAPER DIRECTORY 
HAS ACCOMPLISHED. 


1869—1901. 
By a Veteran Observer. 


Previous to 1869 there was no- 
where in existence, nor had any 
attempt been made to catalogue, a 
complete list of American newspa- 
pers. The work was then under- 
taken and successfully carried out 
by the present publisher of the 
American Newspaper Directory as 
appears from the first volume of 
that book issued in the year above 
named. 

Up to this time it was rare in- 
deed for a newspaper publisher to 
furnish anything more in the way 
of circulation statistics than a gen- 
eral statement in round numbers 
which was frequently discredited 
for very good reasons. It was 
consequently assumed by the Di- 
rectory in its early years that such 
claimed circulations were not suffi- 
ciently reliable to be taken by ad- 
vertisers as correct in every case; 
and that publishers in their own 
interests should furnish more exact 
figures in a comprehensive way to 
appear in the Directory, followed 
or preceded by a logotype indicat- 
ing that such statement was on 
file in the Directory office, and was 
believed to be reliable. This course 
met with pretty general opposition, 
but was persistently advocated by 
the Directory editor, until gradu- 
ally, as the number of reports so 
received began to increase, they at- 
tracted some attention, and news- 
papers not thus represented began 
to see the value of them. Hence 
the inception of the reliable and 
actual circulation data for which 
the American Newspaper Direc- 
tory alone is deserving of credit. 

Going back to the same period 
it was again assumed by the Di- 
rectory editor that an unsubstan- 
tiated circulation statement, or one 
given in round numbers, not in- 
cluding or covering any particular 
period, was oftentimes, when un- 
substantiated by further particulars, 
not even a fair estimate of what 
the probable issue micht be. And 
so, in the case of all such reports, 
as in all cases where no report 
whatsoever was made, he assumed 
the responsibility of giving in his 


book his own idea in figures of the 
estimated issue from the best infor- 
mation obtainable. This action met 
with pretty general opposition. 
Publishers denounced it as an out- 
rage and numerous libel suits for 
damages or by way of injunction 
were contemplated and even in- 
stituted to prevent what they were 
pleased to call oppression. But the 
Directory was sustained in every 
case that has been brought and 
its right to thus furnish expert 
information of the kind given re- 
mains unimpaired. By an even- 
handed persistency in this course, 
a growing information from ac- 
cumulated facts year by year, and 
u nquestioned integrity, its estimat- 
ed ratings are considered in some 
enarters to be almost as accurate 
as the actual statements of publish- 
ers. 

It follows, from what has been 
said, as a natural sequence that 
the American Newspaper Directory 
to-day is, as it always has been, 
the one recognized authority in the 
field within which it holds undis- 
puted sway. It has had many imi- 
tators, but none to parallel its use- 


fulness. 
—— tor — 

ADWRITERS are not made—they hap- 
pen. There have been but few Shake- 
speares. Few men have fertility of 
brain with unfailing originality. These 
are quite important necessities in the 
advertising business.—White’s Sayings. 
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THE ‘LADIES’ HOME JOUR- 
NAL TRAINS. 


The publishers try to have each sub- 
scriber to the Ladies’ Home Journal, 
living in any section of the world, re- 
ceive the magazine on the same date— 
the twenty-fifth of each month. It is 
obvious that some copies must be sent 
in advance of others. Thousands leave 
Philadelphia for foreign lands early 
in the month. Hundreds of thou- 
sands are sent later by express tc the 
newsdealers in all parts of America. 
This leaves the bulk of the subscription 
edition to be sent by mail from the 
twentieth to the twenty-fourth of each 
month preceding the date of issue. These 
copies, which are put in bundles of var- 
ious sizes, are packed in large United 
States mail sacks. These mail sacks are 
not taken to the Philadelphia postoffice 
but are sent direct to the Broad street 
Station of the Pennsylvania Railroad, 
where the Government has placed at the 
convenience of the publishers nine regu- 
lation mail cars, exclusively for the use 
of the Ladies’ Home Journal. 

These cars are filled to the limit of 
their capacity, leaving merely enough 
room for the convenience of the postal 
clerks. Not another particle of mail 
matter is permitted within them. It is 
strictly a Journal train. 

On the twenty-first of each month 
two of these cars, in the custody of 
Government officials, leave Philadelphia 
station and begin their journey across 
the continent to the Pacific Coast States. 
Nothing is permitted to impede their 
progress. They are taken over the near- 
est route and by the swiftest engines in 
order that the Ladies’ Home Journal 
may be read as early in San Francisco 
as in Philadelphia. 

On the day following, or on the twen- 
ty-second of the month, three other cars, 
similarly laden and under the same gen- 
eral supervision, are sent speeding in 
quick pursuit of the former and destined 
to other Western States less remote 
than the Pacific. 

On the twenty-third of the month four 
cars more are loaded to the roofs with 
possibly a quarter of a million Journals, 
and begin their shorter journeys to the 
Southern, Central and New England 
States. 

Upon neither of these trains are the 
copies of the magazine which are sent 
to the Middle States These go on the 
twenty-fourth of the month, after all 
others have been sent; and because of 
the nearness of their destination and the 
greater time for the Philadelphia postal 
authorities to handle them, they are 
cared for in the same manner as are 
other publications. 

hese nine cars can be seen at the 
Broad street station, Philadelphia, from 
the twenty-first to the twenty-fourth 
of every month in the year. They are 
seen each month by hundreds of people 
who marvel. 

If the mail edition of the Ladies’ 
Home Journal intended for the Middle 
States, and not included in this train 
of nine cars, and the tens of thousands 
which go by mail to distant lands. and 
the hundreds of thousands sent by ex- 
press to newsdealers were placed in mail 
sacks they would fill a still further train 
of fifteen cars. 


The above is the most impressive 





statement that Printers’ INK has 
ever seen of what it means to print 
and put into nearly a million homes 
a single copy of a single magazine. 
What wonder that such a publica- 
tion should be able to charge six 
dollars a line or a thousand dol- 
lars a column for its advertising 
space, and carry a hundred thou- 
sand dollars’ worth in a single is- 
sue? What wonder that at this 
rate advertisers find it the cheapest 
advertising medium that is avail- 
able to them? The local weekly 
that inserts a one inch advertise- 
ment a whole year for five dollars 
is a vastly more expensive medium 
in proportion to the service it can 
render. 

—— ter --—- 
INEXPENSIVE METHOD OF 
CREATING TALK. 

A Missouri grocer took three new 
silver coins—a dime, a quarter and half- 
dollar—and stamped his initials on each 
ene. He then put these in circulation 
through separate channels. After a 
week he took liberal space in his- daily 
paper and advertised to give ten dollars 
in gold for the return of each one of 
the coins. The consequence was_ that 
he had everybody for miles around ex- 
amining their money. He claimed that 
every time a man, woman or child in 
his territory came into possession of 
coins of this denomination they at once 
looked for the initials, and while doing 
so unconsciously thought of his store. 
The rather strange part of it is that, 
although this offer has been made for 
nearly a year, not one of the coins has 

been returned.—St. Louis Grocer. 
cain anne 

Wattinc for returns covers a greater 
length of time than waiting for the bill - 
for the advertising—and it always seems 
longer.—White’s Sayings. 


——+o>—__—_—— 
NEWSPAPER EXPRESSION ILLUS- 
TRATED. 
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A VERY EXCLUSIVE ARTICLE. 
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You can reach 
more homes for 
less money by 
using the Scripps- 
McRae League of 
Newspapers 















THE CINCINNATI POST 
THE ST. LOUIS CHRONICLE 
THE CLEVELAND PRESS 
THE COVINGTON (HY.) POST 


Than is possible to 
reach through 

any similar list 

of papers in the 

| United States. 





Combined circulation 
over 315,000 daily 

for less than a tenth 
of a cent per thousand 


The Scripps-McRae League 


Foreign Advertising Department 


D. J. RANDALL I, S. WALLIS 
Tribune Building, New York Hartford Building, Chicago 





THE OCTOBER “SCRIB- 
; NER’S.” 





In point of quality and quantity 
of advertising the magazine repre- 
sentative of the high-grade month- 
lies is Scribner’s, unquestionably. 
Besides twenty-four pages used by 
the publishers themselves for book 
and other announcements, the Oc- 
tober number contains 108 pages 
of advertising. This is also ex- 
clusive of five pages of ‘“‘comics” 
scattered through the advertising 
section. This latter practice un- 
doubtedly adds to the value of 
space, for the humorous nictures 
are always worth looking at, and 
few persons familiar with the mag- 
azine fail to hunt them out. The 
Little Schoolmaster has often won- 
dered why the practice is not more 
generally followed by magazine 
publishers. The ads in the Octo- 
ber Scribner’s reveal some highly 
interesting developments and ten- 
dencies, especially in the “art fur- 
niture” publicity, which has come 
into the magazines within the past 
two or three months. This is dis- 
tinctly a new sort of advertising, 
indicating a great public demand 
that has been growing lately and 
which will undoubtedly be a radi- 
cal force in business and advertis- 
ing. Many books and magazine 
articles have treated the subject of 
simple, artistic furniture and 
home decoration in the past five 
years, and the propaganda is now 
producing its natural results. The 
whole country is clamoring for 
hardwood furniture of simple de- 
sign, seemingly, and New York 
dealers say that it is difficult to 
keep pace with the demand. The 
Roycrofters and similar communi- 
ties have done much to create this 
demand, and it will undoubtedly 
create better standards of taste and 
demands for other artistic ware. 
Some of the furniture advertised at 
the outset does seem a trifle freak- 
ish, to be sure, and those who pur- 
chase the more “advanced” tables 
and chairs may be sick of them 
a few years hence when the land 
is filled with duplicates and imi- 
tations. But the movement fore- 
shadowed is a great one. It will 
be permanent, and within the next 
decade many fortunes will certainly 
be made by manufacturers who 
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take advantage of it, building busi- 
ness through magazine advertising. 
It is also worth noting that this 
demand calls for “quality” goods 
and “quality” advertising in direct 
contradistinction to cheap goods 
and bargain offers. “Quality” is, 
in fact, the watchword of the mod- 
ern advertiser. The days of 
shoddy and penny-splitting are 
passing, and the most profitable 
publicity is that which exploits 
high-grade goods and _ preaches 
merit. The public is waking up to 
the fact that all things are worth 
what they cost, no matter what the 
cost, if the purchaser can afford 
them, and that one can usually af- 
ford the very best because it is 
infinitely cheaper and more satis- 
factory in the long run. Advertis- 
ers have done most to arouse the 
public to this truth, and are now 
beginning to profit by it. 
> 








PLAY TO THE ORCHESTRA 
SEATS. 


There are all sorts of people in the 
world, and we suppose there are some 
who admire sensationalism and vulgar- 
ity in ads. But people of this sort bear 
about the same relation to the great 
mass of the public as the riff-raff in the 
top gallery of a theatre bear to the rest 
of the audience. As a rule, they have 
little money to spend, and are _ there- 
fore not worth catering to.—Advertis- 
ing Experience. 
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Although slightly 
damaged by fire they 
are perfectly dry and 
work easily— cleanea up 
they’re good as ever, 
Send for catalog OC. 


Shoemaker’s 
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Do You Recall 


what we said months ago about the great- 
ness of Pittsburg ? 

At the time you probably dismissed 
the matter with but slight consideration. 

Look back over the field of commerce 
and industry zo-day and you will see Pitts- 
burg stamped on almost every successful 
and notable achievement. 

The mills and factories are still here. 
Work continues day and night. Orders 
booked a year or more in advance. Great- 
est prosperity in our history ! 

The full vigor of our supremacy re- 
mains unchanged and, sooner or later, 
the whole world must recognize our im- 
portance and influence. 


Do You Remember. 


what we said at the same time about the 
long established leadership — still firmly 
maintained — of 


The Pittsburg Times 


as a dependable advertising medium in 
this territory ? Allow us to repeat. For 
fifteen years The Pittsburg Times has 
been the leader in circulation in a commu- 
nity,embracing three million people — the 
workshop of the world—where one hun- 
dred million dollars are paid out annu- 
ally to wage earners, 
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A NEW STORE AND SOME 
NEW ADVERTISING. 


The new store of Saks & Com- 
pany in Herald Square formally 
opened its doors to the public on 
September 29. It is hardly neces- 
sary to tell New Yorkers who Saks 
& Company are, or what their es- 
tablishment means in the retail 
trade of the metropolis, for the 
campaign which preceded the open- 
ing was so novel and wide-spread 
that few people in Manhattan or 
its environs could have escaped 
learning that an event was sche- 
duled for September in Herald 
Square—the first of several impor- 
tant retail events that are to oc- 
cur in this new shopping district 
before Christmas. Early in Au- 
gust there appeared in every sur- 
face car, elevated train and ferry 
house in the city a card showing an 
Autumnal forest, done in brilliant 
reds and yellows, with the brief 
phrase, “Will open in the fall— 
Saks & Company, Herald Square.” 
A little later it was changed for 
one with the following bit of 
verse: 

Coming events cast their shadows before 

Is a saying you’re sure to remember; 

And Herald Square in August will show 
at a glance 

We'll be ready for you in September. 

—Saks & Company, Everything to Wear 

for Everybody. 

This in turn was followed with 
a card showing a queer, unsea- 
worthy poster boat upon a choppy 
poster sea, with a quatrain: 

Oh, the boat that rocks on this violet 


sea 
Is only put there to show that we | 
Are at sea ourselves, for we can’t just 


say : 
The specified time for our opening day. 
Later came a card showing the 
September leaf from a calendar, 
with the date “22” marked with a 
ring, and a few days later still the 
29th was set as the definite open- 
ing day. This car card advertising 
was presently reinforced — with 
three-column announcements in the 
dailies which had a distinct tone 
of originality: 
SPECTALISTS—There are_ special- 
ists in most everything nowadays, and 
the public is served the better for it. 
“Jack of all trades” has been relegated 
to the woods. We’re specialists in wear- 


ing apparel for men, women and child- 
ren. The protection and adornment of 
your person is our specialty—a good 
one, we think. We open on the 2oth 


tain. 
for StNITIVE MAN in his perplexity 
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That was proper ap- 
é Then every man was 
is own tailor. Now every man has 
his own tailor. We would like to be 
ours. You'd like it, too, after you 
new us. You should see all the little 
knacks we put in our clothes just to 
have you like us. We have such clever 
workers that the fitting annoyance is 
reduced to a minimum. You’ll appre- 
ciate that, we’re sure. If you prefer 
ready-for-service wear, try ours. It’s 


chose fig leaves. 
arel for Adam. 


unique. It fits, you'll be astonished at 
the variety. It’s extraordinary even for 
this town. 


AN INNOVATION—Have you ever 
shopped for the children and journeyed 
from basement to garret to gather the 
little things you were after? ‘Boys’ 
suits on the eighth floor” and ‘Girls 
shoes in the basement” is hardly music 
to tired mothers’ ears, to say nothing 
of the children, is it? We've done away 
with all that here. No matter what you 
want for your youngster—from birth to 
its twelfth year—you'll find it in the 
children’s shop on the second floor. That 
should commend itself to you, surely. 

A WOMAN’S TASTE finds expres- 
sion in her apparel. Where to find the 
apparel to express her taste is a problem. 
Different shops, different tastes. You'll 
find good taste best expressed in ap- 
parel bearing the label “Saks & Com- 
pany.” You are not limited to any por- 
tion of it, either. Whether for the pro- 
tection or adornment of your person— 
from shoes to hat, lingerie to furs—we 
have it. A generous variety of street 
or dress wear to express your taste is 
here for your consideration. The cost 
includes no charge for the name, though 
you'll be proud to have it on your ap- 
parel once we are introduced in this 
town. 

A MAN’S FAITH—You rarely see a 
man bother with a fashion book or in- 
dulge in shopping tours, do you? He 
depends upon his tailor to tell him. 
That’s because he has faith. Next time 
you need apparel you’ll do well to place 
your faith in us. We are up to the min- 
ute on the things you need. You would 
realize this, too, if you’d just come in 
and take a look around. The evidence 
sticks out all over the shop. This ap- 
plies to ready-for-service or made-to- 
your-measure apparel. Also the little 
things that go with it—shoes, hats, neck- 
wear, personal linen and such things. 
The cost? You'll agree with us on 
that point, we’re sure. 

R SYSTEM of delivery has been 
reduced to a science. We have the fast- 
est and “‘slickest”autos and a novel spiral 
chute which places your purchase on the 
delivery a second after you’ve bought it. 
This gives it a good start. We'll do the 
rest. How often have you anxiously 
scanned the street or listened for the 
doorbell to announce the coming of 
something you wished to use the same 
day you bought it? How often were 
you disappointed? We'll save you all 
this worry and disappointment. If our 
man says “to-day,” depend upon it. | 

The personal tone was predomi- 
nant in all of this publicity, and it 
became evident to the Little 
Schoolmaster that a new factor had 
come into New York advertising. 


Upon the opening day, therefore, 

















a PRINTERS’ INK reporter wormed 
his way through throngs of people 
who filled the floors, stairways and 
elevators of the new establishment, 
going to the seventh floor, where 
Mr. Charles H. Bayer was seen. 
“T don’t care to be called the ad- 
vertising manager,” said this gen- 
tleman, “for the term implies one 





HE doors of our new store 
open Monday, September 29th 


It ss @ unique 
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“In The Heart of New York” ill stung 


lic to be our guests for that day~after that to be our patrons. 
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firm. That is a big enough “_ 
and hard enough to live up to. 

Conne began his advertising - 
reer with Mr. Lytton, of the Hub, 
in Chicago. In 1897 he came East 
to take charge of the publicity of 
Siegel, Cooper & Company, where 
he was later made superintendent. 
His wide experience in the conduct 






We request the discriminating pub- 


hing like st anywhere 





Like Athena, the store has 


én our particular line thet could be 
must fit our business. 


But there was no suitable 
location 


We have aimed to overtop every 








the marts and fashion centres of this 
at your service. 


or adorn the person of 


space to each individual apparel shop. 
exhausts the subject, whether it be for 


excellence anywhere 


in the various lines, not only of 


to reach 


many 






~ 


sprung to ile full grown. There was no uncer- 
tainty 6s to what we meant to do. We planned the best and finest business 
devise: 


in the heart of New York. So we chose out 
calmly, tgok the class of people we expected to deal wrth into account. 
and settled on the most central spot in the most wonderful city of the world. 


‘other store in New Yorkin convesiencé of 
, and 


our ship; 
we certainly have peor a tugher standard for future ¢ floris toward that end, 
Our buyers, each 2 master of his or her department, were sent throughout 


country 
useful and the beautiful. They are all back safe-- 


Men's, Women's and Children’s apparel of every description, either to protect, 
man and his family---no matter how important or how 
trifling---including Jewelry, Tourists’ Goods, Athletic Paraphernalia end 
Sportsmen's Requisites, will be bere for your consideration---but m @ new way. 


We have detyfad the same thought and study and allotied the same generous 


safely select whatever you require, » Arsene in the sa that ou stock 

men, woman or 

We do not believe there 1s an imperfect piece of aa 

Not an article 1s here that was not made for this Fall---in this Fall's fashion. 

It is @ full-grown store---full of fresh new things to wear---many of them things 
never been shown before, evep in New Y: 


Our standard of merchandise begins where merit does, and ends with the 
best. The prices will always be fair--as low as can be nemed 
We shall aum to provide the unusual or difficult to find 
arucles as thoroughly as we will those usually found in first 

Gradually, we expect this pager ct to bring us the most desirable patronage 
New York, but of the entire country which 
drifts to and through New York---for we are im the very heart of the city, 
and visitors from everywhere will find u the easiest store in the 


a system of delivery embraces the entire United States—-from Alashs to 
lorida---and ws dependencies. For this service we make no charge 
o enter the list of timcchants of the great City, recogmizing the abilhues of 
standards H_we equal we will 
which, if we excel, we shall have just cause to be prood. 
Like some great battleship, the store stands awaiung wial 
anchor at nine o'clock Monday morning, and the test cruise will begin. _ S 
- he 


and our location end building 





and Europe im search of the 
thei selections are now 






lone has been neglected. You may 


wader our rool. 


for equal 


not have labored in vain, and 


We shall weigh 





Foomsminm Saks & Company wider Kenders | 











who creates all the good things. 
As a matter of strict truth, the ad- 
vertising of Saks & Company, so 
far as it is developed at present, is 
partly the work of Mr. Philip A. 
Conne, treasurer of the company. 
We have all had something to do 
with the planning. I am content 
to be called the adwriter of the 








of large retail operations has given 
him a peculiar fitness of creating 
such an establishment as this big 
new store. The work of creating 
such an establishment from the 
very foundations of the building to 
the floral decorations put in place 
before the doors swung open is 
inconceivable. Mr. Conne has su- 
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pervised it all, even to settling dif- 
ferences among workmen and con- 
tractors during building operations. 
The company is composed of Mr. 
Andrew Saks, president, Mr. Isa- 
dor Saks, vice-president, and Mr. 
S. C. Bachman, secretary, and Mr. 
Conne, treasurer. The store, as it 
stands to-day, is wholly a new 
thing. It must find its clientele, and 
the advertising that will do this 
must be evolved step by step, just 
as the store was. We don’t claim 
cleverness for what advertising has 
been done thus far, but we do be- 
lieve that it is original. Cleverness 
is a dangerous quantity. When an 
ad shows striving for effect it is 
too clever by half. We want to tell 
our tale so simply that the person 
of average intelligence can under- 
stand it—tell it in little words and 
straightforward statements. But 
these statements must have individ- 
uality, and we strive for it in every- 
thing that we do. For example, 
we wanted a term for ‘ready-made’ 
- clothing. ‘Ready- made’ is trite. 
‘Ready-to-wear’ is becoming a bit 
worn, too. Finally ‘we hit upon 
‘ready- for-service,’ which is not 
only new, but means more. ‘Ser- 
vice’ is a far deeper term than ‘wear’ 
in this connection. Our newspa- 
per announcements are set in type 
called Renner that cannot be had of 
any type founder in the world. The 
original punches cost $4,000, and 
we are able to use them throughthe 
courtesy of Mr. Theodore L. De- 
-vinne, who had it designed for 
Grolier Club books. I am a prac- 
tical printer, and have given a good 
deal of attention to this little item. 
As a result we have a type that 
is not only distinctive, but which 
is more readable than the average 
letter. 

“Our regular advertising begins 
immediately. Appropriation? No, 
there is no fixed sum. We shall 
use whatever space is necessary. If 
our story is important enough for 
a page of space we will use a page 
or a half page, or three inches 
single column. We will say what 
we have to say. At the outset we 
shall probably use 200 lines across 
three columns. Our ads will be il- 
lustrated, but only with title pieces. 
We have some excellent ones 
ready, designed by the Barnes- 
Crosby Co. In all newspaper ad- 
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vertising we. shall try to keep as 
far as possible from the style of 
matter that printers call ‘stud 
horse circular.’ We don’t believe 
in crowding a page full of small 
bargains, but in telling readers of 
one or two or three things that 
they will remember. Then, we be- 
lieve in talking quality and good 
service. Bring them into the store 
—that’s the idea in a phrase. We 
have a catch phrase or two that 
will be identified with the store’s 
publicity. ‘In the heart of New 
York’ is one, and ‘Specialists in ap- 
parel for men, women and child- 
ren,’ is another. The last cost us 


endless thought and experiment, ! 


and was hit upon oniy at the last 
moment. It epitomizes our aim— 
to carry everything belonging to 
nersonal wear for both sexcs and 
all ages. Outside of that we do 
not go. It is enough. The store 
embodies several new features. 
One is the spiral parcel chute, run- 
ning from the top floor to the de- 
livery room. One minute after the 
parcel is wrapped it is in an auto- 
mobile and speeding away to its 
destination. Our delivery system 
around New York goes farther 
than any that I know of, and we 
make a boast that we will deliver 
goods anywhere. And when we 
say ‘anywhere’ we mean it—Har- 
lem, Oklahoma, London, Pekin, 
Siberia. We’ll find a way to get 
the goods to the purchaser. An- 
other feature that is wholly new, 
and the idea of Mr. Conne, is that 
of having all the children’s wear on 
one floor. Mothers can shop there 
for the babe of one month to the 
youngster of twelve years. All 
the men’s furnishings are on the 
ground floor where Mr. Man can 


get at them without taking eleva-, 


tors or losing his precious time. 
His clothes are on the fourth floor. 
He is not in such a desperate hurry 
when it comes to the larger items 
of his dress. Our elevators are 
of a wholly new type. They op- 
erate with a cable from above and 
are supported below by immense 
steel plunger rods which fit into hy- 
draulic cylinders. These cylinders 
go down into the bowels of the 
earth to a depth equal to the height 
of the building—180 feet. It is 
simply impossible for an elevator 
to fall, as each is supported upon 
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a column of water which can only 
escape gradually. Another inncva- 
tion is the arc front to the building. 
sy building at right angles on the 
corner of Broadway and Thirty- 
third streets we could have gained 
much more valuable space. but the 
semicircular front, with its im- 
mense windows extending clear 
around the building, gives us illu- 
mination from every side, kills all 
shadows and makes the store an 
ideal place for matching delicate 
shades. 

“Good literature will be an im- 
portant factor in our publicity, of 
course. We have begun work up- 
on our livery catalogue, which is 
to be new in some respects. For 
one thing, we do not propose to 
make the mistake of telling readers 
what is appropriate for their ser- 
vants. We assume that they 
know, or, if they do not, we find it 
far more pleasant and diplomatic 
to impart our knowledge in a per- 
sonal chat. A clerical catalogue is 
to follow, and others as they are 
needed. Whenever we have as 
many as ten requests for a cata- 
logue it will be published in the 
best typographical style.” 

Upon the day of Saks & Com- 
pany’s opening the New York 
Journal devoted an editorial to 
“The Clothing of Humanity,” 
mentioning the new firm and draw- 
ing a real Journal moral from its 
policy of “Everything to wear for 
everybody.” This was a bit of 
courtesy from Mr. Arthur Bris- 
bane, who is a warm _ personal 
friend of Mr. Conne. 





NEVER use programmes—unless you 
have plenty of spare coin and do not 
care whether they pay or not.—The Ad- 
visor, 
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ABOLISHING THE DREADFUL 
BARGAIN LEECH. 


_ Perhaps the bargain fad has fastened 
itself ‘so tenaciously on the gentler sex 
that it will take generations to make 
the leech loosen its suckers. In the 
case of stores catering entirely to men, 
however, relief from this evil would 
not seem to be impossible. The man 
who has money to spend for wearing ap- 
ret does not usually object to paying a 
ittle more, in many instances consider- 
ably more, providing thereby he can ob- 
tain what he likes and have the assur- 
ance that it is right in style, material 
and in color. It is a matter for serious 
consideration whether men’s stores can- 
not do away with “leaders” almost en- 
tirely and not only lose no trade that 
they would care to keep, but gain great- 
ly in prestige with the class of cus- 
tomers which they most desire to cul- 
tivate and which is in the end the most 
profitable. 

We believe that in most localities the 
dealer has it in his power to largely 
educate his trade away from cheap and 
low grade articles of every description 
and induce them to buy high grade 
goods. Most men, even thase who are 
in the habit of buying cheap goods, are 
susceptible to argument. fe you can 
manage to delicately suggest to them that 
a better article, even if it cost double 
the price, will not only wear very much 
longer but also retain its shape for a 
much greater length of time than the 
lower priced garment, the chances are 
that you can get them to buy the goods 
you are exploiting. At any rate it will 
certainly pay any merchant to conduct 
a “campaign of education” along this 
line and make all his advertisi of 
whatever kind emphasize the “quality” 
idea.—Apparel Gazette. 





Never wait until the last minute to 
get things in shape for the fall cam- 
paign—it is time for all plans to be 
matured now, and all stocks to_ 
ordered for immediate shipment.—The 
Adviser, 

++ 

THE average man or woman is the 
best judge of what he or she wants 
to purchase, and naturally they want ar- 
ticles that are extensively advertised. 
Good business judgment suggests that 
the proper thing to do is to meet the 
demand by supplying the articles that 
are wanted.—Progressive Advertiser. 








VOLUME. 
From January to August THE WASHING- 


TON 


of 62 columns of advertising a day. 


EVENING STAR printed an average 


This 


is 24 columns a day more advertising than 
carried by THE STAR’S nearest daily com- 


petitor during the 


same period. 


M. LEE STARKE, 


Tribune Building, 


Tribune Building, 
CHICAGO. 
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A NEW LAW AND AN OLD 
MORAL. 


In May of the present year the 
New York State legislature enacted 
a statute forbidding the custom of 
advertising for divorce cases. This 
law went into effect September 
1, and stopped the advertising of 
many attorneys who made a spe- 
cialty of divorce business obtained 
through newspaper advertising. 
Lawyer George Robinson, 99 Nas- 
sau street, has a large divorce prac- 
tice that has been built up almost 
wholly through small ads in New 
York dailies. During the past ten 
years his two line display an- 
nouncements have appeared regu- 
larly in various metropolitan pa- 

ers, and he is now using the 

erald, the Telegram and the 
morning and evening editions of 
the World and Journal. He also 
advertises in the Dramatic Mirror, 
the Clipper and the Dramatic 
News. His success has been not- 
able—so notable that the elevator 
man at 99 Nassau street shakes his 
head in awe when he speculates up- 
on the amount of Mr. Robinson’s 
income. The lawyer who has 
built up a practice that will awe 
an elevator man has done some- 
thing really worth while—some- 
thing that could hardly have been 
done without advertising. 

Mr. Robinson’s ad has always 
read “Divorce—$s5o0 entire ex- 
pense,” ‘but since the new statute 
went into effect he simply prints 
his name and address, with the 
explanatory word “Lawyer.” To 
a Printers’ INK reporter who call- 
ed upon him he said 

“This law is aimed at the ques- 
tionable practitioners who adver- 
tise for divorce suits and begin 
proceedings where there is no evi- 
dence that will enable them to 
obtain a decree. Thousands of con- 
fiding people have been robbed by 
these fellows, who collect an ad- 
vance fee of $25 or $50 and then 
drop the case. It is a mighty good 
law for poor people, and I am 
glad that it has gone into effect. In 
reality it is unconstitutional, being 
a restraint of trade, but it will stand 
until somebody overthrows it. I 
will not be that somebody, you may 
be sure. New York is the first 
State to pass such a statute—at 
least, I have never heard of any 


other. By its provisions lawyers 
are prohibited from offering to ob- 
tain divorces by means of advertis- 
ing in newspapers, circulars or 
other mediums. There is no pro- 
hibition of advertising for parties 
to a divorce suit, of course, nor 
conflict with any other legal ad- 
vertising. As for my own adver- 
tising, 1 never stop. My ad has 
lately gone into the Boston Herald 
and Globe, and the Philadelphia 
Public Ledger, and I am preparing 
to use dailies in some of the larger 
cities of New York State. My 
practice is confined to this State, 
where a divorce can be obtained 
upon proof that one of the parties 
has been absent five years. This 
proof is secured by advertising for 
the missing party in New York 

pers, usually. When a classi ed 
ad fails to bring information con- 
cerning the missing husband or 
wife there is sufficient evidence for 
separation. I run many ads in the 
Herald every Sunday. The law 
has not hurt my business, and 
though I do not advertise openly 
for divorce cases now I get fully 
as many, for my ten years’ contin- 
uous publicity has given me a rep- 
utation for this business. People 
have not noticed the change in my 
ads, apparently, for when I ask 
them how they found out that I 
took divorce cases they reply, ‘We 
saw your ad in the papers.’ ‘How 
long ago?’ I ask. ‘Why—yester- 
day, or the day before. As a 
matter of fact, though, they have 
not seen the word ‘divorce’ in 
an ad of mine since the first of 
September, so, you see, I am reap- 
ing the benefit of all my previous 
advertising. The attorneys that 
the law is meant to squelch cannot 
obtain cases in this fashion, for 
they are not known. It certainly 
pays to advertise, doesn’t it?” 


A POINT WORTH CONSIDERING. 

Individually each magazine you use 
may be great, but after the leader the 
value of each is proportionately lessened. 
In placing your advertising why use the 
monthlies exclusively or, for that mat- 
ter, the weeklies exclusively? By using 
the leaders in each class will you not 
secure the greatest —s a let- 
ter sent out by Collier’s. 





Ir is on record that Solomon adver- 
tised his new building. There is a pos- 
sibility that his 1,000 wives were what 
is called ,, the indirect results from ad- 
vertising.”--White’s Sayings. 
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THREE MEN FROM 
FINDLAY. 





Fifteen years ago there were 
three men who lived in Findlay, 
Ohio, and they had no money. 
Therefore, they had nothing to 
lose, so they bought a newspaper. 
This newspaper was- worth, at the 
outside, about $6,000, but as they 
had no money the man who sold 
it charged them $12,000, which 
was but fair. It was not much of 
a newspaper—had never been pro- 
fitable, and never would be, appar- 
ently. Doubtless the man was 
glad to get rid of it even upon 
these terms. The newspaper was 
called the Republican. The three 
men who bought it were H. P. 
Crouse, H. A. Eoff and Col. C. 
E. Miller. Messrs. Crouse and 
Eoff had been editor and business 
manager respectively, and were 
continued in those positions under 
the new order of affairs. Col. 
Miller had been a carpenter, so 
he was made advertising manager. 

In the first six months under the 
direction of its new owners the 
Republican paid a dividend upon 
the capital that they had lacked to 

ut into it. At the end of the year 
it paid another dividend, and in 
the second year it paid two more. 
Then, from that time until the 
beginning of the year 1900, it paid 
dividends so regularly that the sit- 
uation finally became monotonous, 
and the three men decided that 
newspaper life in Findlay was a 
wholly commonplace existence. 

After they have achieved suc- 
cess, newspaper publishers may be 
divided into two classes. There 
is the active publisher who wants 
to do the thing all over again upon 
a larger scale for the fun of the 


game, and the passive publisher. 


who settles back upon his income, 
goes into “society” and lives upon 
his laurels and emoluments. In 
most cases he becomes passive to 
the point of sssification. Both the 
passive and the active publisher 
seem to get a great deal of enjoy- 
ment out of their widely varying 
methods of living down success, 
and it would need a profound phil- 
osopher indeed to say which is 
right. 

The three Findlay men were of 
the active sort, and they set their 
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hearts upon conquering Toledo, 
which is also in Ohio. At the be- 
ginning of 1900 the Toledo news- 
paper situation was somewhat ossi- 
fied. There were two evening 
pers, the Blade and the Bee. Fhe 
former was Republican, and had 
been published at a profit since its 
establishment in 1835 by Dr. R. 
Locke (“Petroleum V. Nasby’’), 
while the Bee (Democratic) was 
its only competitor. Both were em- 
inently successful and influential, 
and their publishers were seldom 
haunted by fears of competition. 
The newspaper situation in any 
city eventually becomes what it 
was in Toledo in 1900, and is only 
changed when some lean, ambi- 
tious newcomer stirs the dry bones 
as did William Randolph Hearst 
in Chicago. Besides the Blade 
and Bee there were two other 
dailies—_the News, a small indepen- 
dent evening sheet, and the Com- 
mercial, the only morning pai 
that the city possessed. Neither 
was any great shakes, either as a 
newspaper or an advertising me- 
dium, and when you wanted to tell 
an advertising tale to the Rg pe 
of Toledo you went into th 

or Blade perforce. The Commer- 
cial was rather the weaker of the 
two, and it was generally held that 
Toledo was not a morning paper 
city. 

But the three men from Findlay 
thought otherwise, however—and 
it is a philosophic fact worth not- 
ing that the course of history has 
frequently been determined by men 
who thought otherwise. They sold 
their Findlay property and pur- 
chased the Commercial in April, 
1900, paying the owner, John R. 
McLean, nearly all their dividends 
—$40,000. First they changed the 
name, calling it the Times. Then 
they investigated the books. In 
the American Newspaper Direc- 
tory the circulation was given as 
12,000, backed up with a detailed 
statement, but the books showed 
only 4,000 or thereabouts. The 
men from Findlay wanted to be 
honest, so they withheld circula- 
tion statements, leaving advertisers 
guessing. That was as honest as 
they dare be. As a consequence 
the paper lost its mite of foreign 
business, with the exception of 
Paine’s Compound ie Sy 
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The local advertising was practi- 
cally nil. The Bee and Blade 
dominated the city, and local mer- 
chants who advertised had a deep- 


seated prejudice against the Times 
from the first. This prejudice was 
not directed against the three men 
from Findlay, but against the pa- 
per, which had always been no- 


toriously unprofitable to space- 
users. The Bee and Blade woke 
up and began to fight the new- 
comers, but while their solicitors 


had nothing. but hard words for 
the Times they were never back- 
ward about saying that the three 
men from Findlay were honest, 
and that their statements were 
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trustworthy. Col. Miller canvass- 
ed the local situation day after day, 
but met with little else than re- 
buffs. Local advertisers did not 
want his space as a gift, seeming- 


three men from Findlay held on 
grimly, and by way of adding zest 
to the game bought the News in 
January, 1901. This sheet also en- 
joyed a sworn circulation of 12,- 


Cot. C. E. MILLER. 


ly. The dividends brought from 
Findlay began to go out into the 
unknown at an alarming rate, with 
no return. Foreign business could 
not be had upon any terms, and 
the prospect looked black. But the 


000, and it was also deemed ad- 
visable to withhold statements after 
a very cursory examination of the 
actual figures. The less said the 
better. The old name was retain- 
ed and the paper continued 
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as an evening sheet. The three 
men from Findlay knew that the 
reconstruction of a newspaper be- 
gins in the editorial rooms. Prac- 
tically the whole force employed 
upon both papers had come from 
Findlay, and Mr. Crouse’s staff 
pulled together with real esprit de 
corps. Presently the people of To- 
ledo awoke to the fact that the 
News and Times were very read- 
able papers, and began to buy them. 
The society column plays an impor- 
tant part in a city of 150,000, and 
Miss Florence Blackford, who had 
begun her journalistic career under 
Mr. Crouse, did Toledo society 
in ways that it had never been 
done before. Politics were cover- 
ed by able editorial writers, the 
telegraph news service was good. 
and the manner of handling local 
events was thoroughly modern 
without being sensational. The 
Sunday edition was reinforced with 
the best syndicate features obtain- 
able and the mechanical work made 
a cleaner and more readable paper 
than the people of Toledo had been 
accustomed to. By and by they 


caught the morning paper habit, 


while the evening paper at a penny 
could not be withstood. Despite 
discouraging rebuffs Col. Miller 
kept after both local and foreign 
advertisers. Special inducements 
were given merchants to try space, 
special copy was written and spe- 
cial efforts centered upon making 
the ads profitable. A few adver- 
tisers ran trial ads, found that re- 
sults were to be obtained and stay- 
ed. Others came in. Whenever a 
small advertiser was won over he 
was given every help in preparing 
copy, and his ads were given good 
positions. The circulation had 
been growing meanwhile, and for- 
eign advertisers came back one by 
one. New ones came, too, and Col. 
Miller not only saw that their 
goods were in the stocks of local 
merchants, but helped out their 
campaign by inducing merchants 
to make window displays while the 
advertising was running. Local 
conditions were carefully studied, 
and when foreign advertisers sent 
copy that did not seem to be just 
the thing they were given sugges- 
tions. When the papers had once 
got started they grew into public 
favor very rapidly, and it was not 
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long before Mr. Miller made ad- 
vertising contracts in his own office 
instead of taking an apparently 
hopeless proposition around town. 
Rural free delivery routes were 
being installed through Ohio, and 
as fast as they were put into oper- 
ation in the northwestern corner 
of the State the News was exploit- 
ed among the farmers. 

To-day the papers built up in 
two years by the three men from 
Findlay are easily the best in 
Toledo, either from the advertis- 
er’s standpoint or the reader’s. Suc- 
cess has interested capital in their 
efforts, with the result that a hand- 
some three-story brick building is 
now occupied as the permanent 
home of the Times and News, and 
the papers are printed with the 
finest newspaper equipment in Ohio 
—not the largest, mind, but the 
most modern. At present the per- 
fecting press is the only one in the 
State capable of color work, and 
the Hearst comic supplements in 
color are used in the Sunday edi- 
tion. Sixty-five rural routes have 
been covered within the past year, 
yielding a country circulation of 
3,500, while the combined daily 
average of the two papers is about 
30,000. Local advertisers who were 
skeptical (and who had a right to 
be, surely) have learned that the 
Times and News cannot be ignor- 
ed. Many of them use more space 
in the two papers than they have 
ever used before. On a recent 
trip East Col. Miller, with Mr. 
Vreeland, the papers’ New York 
representative, contracted for 
many thousands of dollars’ worth 
of foreign business, and foreign 
advertisers who have visited To- 
ledo are very partial in their ap- 
proval of the News and Times. 
Furthermore, the dry bones are 
stirring. The Blade is to have a 
new building and a new equipment, 
and it is evident that the three men 
from Findlay built wisely both for 
themselves and Toledo. 
+> — 

ANY OLD DISCOUNT. 


A large New York department store 
had an advertisement offering three per- 
centages of discount. First they said 
they would save you from, fifteen to 
fifty per cent. Further on—‘We'll save 
you from twenty to forty per cent.” 
At the end they said: “A third less than 
elsewhere is a fair average on which to 
base your calculations.”—Chat, 
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PRINTERS’ INK 
SPECIAL ISSUE 


November 12th, 1902 
Press-Day November 5th, 1902 


To over 18,000 banks and bankers in the United 
States for the purpose to invite them to be- 
come subscribers to the 


Little Schoolmaster 
in the Art of Advertising 


This issue, added to the regular edition, thus 
making a grand total of over 36,000 copies, 
especially recommends itself as an advertising 
medium to 


I Banks in commercial centers who are desirous to obtain accounts 
* and deposits of smaller country banks. 











2 To all manufacturers of labor saving office devices, filing systems, 
* accounting systems, typewriters, comptometers, office furniture, 
designers, printers, engravers and makers of practical advertis- 

ing novelties. 


To expert publicity writers, such as have knowledge and experi- 
3 ence in planning and writing bank advertising literature. Bank 
advertising and “ banking by mail” is rapidly coming forward and 
being developed into a distinc: branch of profitable publicity. 


For the above stated parties there is no better and no 
more economical opportunity to reach the right people at 
the right time than this speciai issue. 


It will embrace all the noteworthy features of bank 
advertising to date. It is endeavored to make it so inter- 
esting and so practical as to compel the close attention of 
the people to which the issue goes forth. 





ADVERTISING RAT ES.—One page, $100; half page, $50; quarter 
page, $25 ; smaller spaces, prorata. Preferred position, if granted, 25 per cent extra. 
Classified columns, 25 cents per line; small display, 50 cents per line. A cash discount 
of 5 per cent may be deducted if the money is sent with the copy. The latter must be 
received at this office on or before November sth, 1902. 


Address PRINTERS’ INK, 10 SprucE STREET NEw YORK. 
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A New REVISION OF THE AMER 


will be ready for delivery to subscribers on the date n 
fourth year of publication under the control and supe 

An examination of the circulation ratings accor 
lead to dividing the newspapers into three pretty dist 


In the first class are those who tell their circula 
able regularity. These have circulation ratings 


In the second class are those who tell something 
commonly fail to be definite, and when the fault 
this reticence is, commonly, that an exact and de 
paper a thing to be desired. The papersof t! 
ularly the letter “ Z,” which will be found most 
at issuing circulation claims in round figures tha 
ords. It should be borne in mind that thelett 
formation upon which a definite rating, in Arabi 
applied until the attention of the publisherlas | 
furnished and given full information how te fav 


In the third class are those publishers wh ra 
rating may be based. In most cases of thig sor 
nobody’s business but his own. Such papers z 
of this class are generally embellished by ti let 





The advertiser who looks carefully at thecirc 
case they have varied during the last ten years ha: 
belongs. — 


The book will be delivered, carriage paid to anypddi 
GEO. P. ROWELL & CO., Pullish 
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er 15th. 


{ 
.MERICAN NEwSPAPER DIRECTORY 


he date named above. This volume completes the thirty- 
und supervision of its founder, Mr. George P. Rowell. 

gs accorded to the newspapers in the new Directory will 
retty distinct classes. 


eir citulation definitely, honestly and with absolute or consider- 
n ratings in Arabic figures. 


something about their circulation occasionally or generally, but 
1 thefault is pointed out neglect to remedy it. The reason for 
act anl definite circulation is not deemed by the publisher of the 
pers of this class have circulation ratings by letters and partic- 
und most largely applied to papers whose publishers are better 
igures than they are at sustaining their claims by facts and rec- 
t thyletter rating is never given to papers that will furnish in- 
, in fabic figures, may be based, and that the Z rating is not 
sherlias been directed to the insufficiency of the report he has 
OW te fault might be remedied. 


rs wip rarely convey any information upon which a circulation 
of thi sort the publisher is of the opinion that his circulation is 
h pagers are necessarily rated by letter. The ratings of papers 
by tit letter “y.” 





‘thecirculation ratings in this book, noting how in each 
yeas has no difficulty in deciding in which class a paper 


——__ 
9 anyaddress on receipt of price, Five Dollars. Address 


ishers, 10 Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS, 
t=" Issued every Wedne ». Ten cents a 
advance Subscription price, five dollars a year, in 
vance. dollars a hundred. No back 
pers. 
ner be printed from plates, it is always pos- 
si to eet anew edition. of five hundred cop- 
ies for $30, or a larger number at the same rate. 
t@- Publishers desiring to subscribe for PRINT- 
ERS’ INK for the | benefit of advg. rons may, on 
application, obtain special confidential terms. 
(> If any person Lad has not paid for it is re- 
ceiving PRINTERS’ INK it —— some one has 
subscribed in his name. pata for. or is stopped 
at the expiration of the shan; _— or. 
ADVERTISING RAT 
Classified advertisements 25 conte a line: six 
words to the line sponses measure; display 4 cents 
a line; 15 lines to the inch. $100 a page. jpecial 
_—— a -five per cent additional, if grant 
ed; discount, five per ¢ cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C. 


NEW YORK, OCT. 8, 1902. 


THE bracing autumn air is full 
of reasons why clothing stores 
should begin advertising liberally. 











AFTER October 1 the subscription 
price of White’s Sayings, a journal 
of Western advertising, Seattle, 
Wash., will be $1.00 a year. The 
paper will be improved in many 
ways; the present good features re- 
tained and others added. White's 
Sayings are always interesting and 


a welcome visitor at the Little 
Schoolmaster’s office. It’s well 
worth the price asked for. 

Tue handsome Mr. E. P. Call 


has resigned his position as pub- 
lisher of the New York Evening 
Post and now is publisher and part 
owner of the Mail and Express. 
Mr. Patterson, who takes the va- 
cant position on the Post, is said 
to be the youngest publisher of a 
New York daily. Mr. Deering, 
late publisher of the Mail and Ex- 
press, is now advertising manager 
of the Sun which continues to 
shine for all. 


CINCINNATI has a municipal art 
society which has undertaken to 
improve thg appearance of_ the 
city, according to the New York 
Tribune. The suppression of of- 
fensive billboards and the use of 
artistic signs has been taken up. 
A large piano manufacturer has 
abandoned some particularly ob- 
jectionable boards as a result of 
the society’s protestations, and has 
secured a compensating amount of 
free publicity as the result of his 
change of heart. 
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THE August record of the for- 
eign commerce of the United 
States is encouraging. The figures 
of the Treasury Bureau of Statis- 
tics show that exports of manufac- 
tures have increased more than $2,- 
000,000 as compared with August 
of last year, and about 12 million 
dollars in the 8 months ending with 
August, 1902, as compared with the 
corresponding 8 months of the pre- 
ceding year. 


THE special issue of PRINTERS’ 
Ink of November 12, 1902—the 
bank number—is a splendid oppor- 
tunity for telling one bank’ s message 
to another. The great city bank, 
which is desirous to get into con- 
tact with the smaller banks in 
smaller cities and towns, and vice- 
versa, finds in this issue an excel- 
lent medium to tell its story to 
about 18,000 banks and bankers at 
a very small cost. For all further 
information write to PRINTERS’ 
INK, 10 Spruce street, New York. 








THE newspaper that is dumped 
into the waste basket does not 
always remain unread. In a case 
known to Printers’ INK, a certain 
paper is sent regularly to a home 
where it is not appreciated and the 
wrapper is rarely removed. One 
would not suppose the circulation 
of that particular copy of much 
value to the advertiser in it, but 
recently it was discovered that the 
head gardener, a man of intelli- 
gence, not only reads and preserves 
every copy but considers it the 
most remarkable newspaper that 
has ever come to his notice. 





Tue New York Trade Review 
has now entered its fourth month 
of existence, and claims a circula- 
tion of 20,000 copies. It is a trade 
journal, printed in newspaper form, 
containing eight pages, and pub- 
lished twice each month. It con- 
denses and reprints matter from 
the trade and advertising press, 
with items of commercial interest 
from the daily papers, treats eco- 
nomic questions editorially and 
aims to be the Review of Reviews 
of the business world. It is clean- 
ly printed and thoroughly interest- 
ing, and will undoubtedly make a 
permanent place for itself among 
business men. 























THE advertiser who buys space in 
one programme immediately be- 
comes a shining mark for com- 
mittees and solicitors. Total ab- 
stinence is strongly advised. 


Out of twenty odd thousand 
newspapers, the American Adver- 
tising Agents’ Association has been 
able to designate one hundred and 
eighteen that are supposed to ad- 
here rigidly to rates under all cir- 
cumstances. One hundred and 
eighteen is a very large number 
and probably the list will event- 
ually have to submit to some 
pruning. 

Tue Sphinx Club will give its 
first dinner for the season of 1902-3 
and the fiftieth in its history, at 
the Waldorf-Astoria, Wednesday, 
Oct. 8th. The annual election of 
officers and members of the Exec- 
utive committee will be held on 
this occasion. It is understood the 
President, George H. Daniels, will 
accept re-election for a second 
term as President. The subject 
for discussion at the next dinner 
will be: “Fraudulent or other ob- 
jectionable advertising.” John 
Adams Thayer, of the Butterick 
Publishing Co., will speak from the 
publishers’ standpoint, illustrating 
his remarks by stereopticon views, 
and W. R. Hotchkin, advertising 
manager, Wanamaker’s, will talk 
on the advertisers’ side of this 
question. 








A NUMBER of young men were. 


first brought to the attention of 
the advertisers at large through 
mentioning their meritorious work 
in the columns of Printers’ INK. 
As far as the Little Schoolmaster 
remembers just now, Miss Minnie 
Maud Hanff is the first young 
women who won signal success in 
the same manner. Miss Hanff is 
the creator of the Jim Dumps, who 
made Force Food famous. Through 
her clever work as an advertising 
poetess, she has secured for her- 
self a reputation that stands side 
by side with the Spotless Town 
literature. Miss Hanff has just 
won a hundred dollars in a prize 
competition of the New York 
Journal for producing the best 
“original nonsense rhymes.” Her 
oem is entitled “If the sky fell 
imto the sea.” 
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Printers’ Inx is a 
weekly journal for 
advertisers, which 
no business man 
ever read without 
profiting thereby. 


Are You a 
Reader ? 


For sale on all the news-stands 
of Manhattan Borough for 10 
cents a copy. 


























You can’t advertise too often if 
you are advertising the right goods 
in the right mediums in the right 
way. 





AND now the New York Society 
of Self Culture, 156 Fifth avenue, 
offers to teach good manners by 
mail. The course is described as 
“easy” and “explains fully every 
point of good form and etiquette.” 
Ought to be a fine, alluring post- 
graduate study for some of the 
strenuous young folks who have 


doubled their salaries through 
mail courses in more material 
things. 





PRINTERS’ INK, of New York, is 
probably the best known authority 
on advertising—St. Paul, Minn., 
Trade, for September, 1902. 


THE correctness of the American 
Newspaper Directory, considering 
the great possibility of mistakes, 
is remarkable. Circulation is a 
delicate question, but the general 
accuracy of the estimates here 
given may be confidently accepted. 
—-Providence, R. I., Journal, Sept. 
28, 1902. 
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THE John W. Davis Company, 
Palmyra, Ill., is a corporation 
which publishes a book entitled 
“What the Scriptures Say About 
Hell.” The director of the com- 
pany, according to its letter head, 
is “the God of the Universe,” and 
its capital stock consists of “a 
little money and a little brains.” 
Mr. Davis suggests that $1.20 can be 
saved by ordering a dozen copies, 
and proposes that, as you may 
never have a similar chance again, 
you would better send in your 
order early and be among the 
lucky ones. “What the Scriptures 
Say About Hell”— or, in fact, 
what anyone is able to say about 
that perplexing region—ought to 
be of the first importance and the 
keenest interest to publishers who 
submit circulation statements in 
even thousands, signed with a rub- 
ber stamp. 





WHEN the advertising manager 
of a newspaper happens to be 
something of a press agent as well 
he takes delight in planning new 
buildings for his paper, and inci- 
dentally, of course, in letting the 
world know about them. St. 
Louis dailies have been conspic- 
uously active in this kind of plan- 
ning of late. The Star, for ex- 
ample, suddenly discovers that it 
must move again and issues a neat 
booklet showing its past homes, 
its present one and a view of the 
magnificent new skyscraper it pro- 
poses to build “within a_ short 
time” at the corner of Olive and 
Twelfth streets. The Little School- 
master rejoices in the Star's 
growth, its cheery outlook and 
general optimism. The St. Louis 
Dispatch has passed through the 
booklet stage and is occupying a 
fine six-story structure which has 
just been completed. The new 
heme was described in detail in its 
issue.of Sunday, September 21. 





WE receive manv favorable com- 
ments on Printers’ INK in letters 
from our correspondents. “The 
Little Schoolmaster” has for years 
occupied an individual place in the 
literature of advertising and con- 
tinves to maintain the prestige it 
has earned so well.—Mahin’s. Mag- 
azine for October, 1902. 
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THE best good ad will prove 
powerless unless it is supported by 
good goods and good store man- 
agement. 


THE October issue of the Ladies’ 
Home Journal carries ninety-two 
columns of advertising which on 
the basis of one thousand dollars 
per column makes ninety-two thou- 
sand dollars’ worth of business in 
one month. 





THE catalogue and prospectus of 
the Duluth Business University, 
Duluth, Minn., is a tasteful littie 
booklet which outlines courses in 
stenography,  typewriting, _ tele- 
graphy, business and other similar 
studies. Excellent halftones show 
the faculty and school rooms, and 
a list of recent graduates, with 
names of firms that employ them, 
as well as reproductions of testi- 
monial letters from prominent 
Northwestern business houses, 
give the matter more than usual 
weight. 





THE Bookworm is a monthly 
magazine published to advertise 
the book department of Loveman, 
Joseph & Loeb, Birmingham, Ala. 
Edited by the firm’s advertising 
manager, each issue contains re- 
views of new books by prominent 
Southern clergymen, physicians, 
lawyers, literary men and women 
and other persons prominent in af- 
fairs in Dixieland. Each criticism 
is signed, and the writers under- 
take the work for the pleasure that 
it gives them, being paid merely 
by their review copies of the vol- 
umes criticized. A touch of per- 
sonality is thus given to the maga- 
zine, and it is widely read through- 
out the South. A great deal of 
valuable advertising is secured in 
publications which reprint extracts 
from its matter, and the firm finds 
it so profitable a medium that the 
size is to be increased to 112 pages. 
Articles of interest to authors and 
book lovers are also printed, as 
well as items sent out by publish- 
ers. Ten cents a copy is secured 
without difficulty, and where de- 
partment stores or dealers in other 
Southern cities order 500 copies 
they are furnished with their 
names upon the title page as pub- 
lishers. 
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Printers’ INK has frequently 
spoken about advertising novelties 
of late, believing that every man- 
ufacturer of practical novelties 
should at least have his card in the 
classified columns of the paper. 
There are many useful articles 
among novelties of which big ad- 
vertisers would be glad to learn. 
The Coates Company of Uncas- 
ville, Conn., sends the Little 
Schoolimaster a specimen called the 
Triplet. Made of tool steel the 
Triplet has all the qualities to make 
it a lasting advertising article. It 
is very strong, takes no room in 
the pocket and serves as keyholder, 
paper cutter and screwdriver. The 
Coates Company writes that their 
card in Printers’ INK has been 
very profitable to them and that 
they believe the Little Schoolmas- 
ter has made good his assertions 
of being the right place for man- 
tifacturers of advertising novelties 
to stay in. 


THE follow-up system of the re- 
tail store is wholly dependent upon 
its attendants, but where these are 
men or women of intelligence, per- 
sonality and tact it is possible to 
give the establishment individual- 
ity and link it with the customer 
in relations more close than those 
usually existing between clerk and 
patron. Rogers, Peet & Company 
provide their salesmen with per- 
sonal cards bearing their own 
names and those of the firm, and 
where possible to do so without 
giving offense the salesmen give 
the customers their cards and en- 
deavor to obtain their names and 
addresses. At certain seasons of 
the year these customers are fol- 
lowed up with personal letters. 
Here is one lately sent out from 
the store at 258 Broadway: 

New York, Sept. 19, 1902. 
Mr. Theodore Augustus, 10 Spruce 
street, City. 

Dear Str—Summer is gone, and you 
begin to look up your old friends again. 
Rogers, Peet & Company’s fall clothing, 
fall furnishings, fall hats and shoes are 
worth looking at. Won’t you have a 
look? Yours truly, 

A. D. SANDER. 


These letters are all faultless im- 
itations of typewriter, and are per- 
sonally addressed and signed by 
the salesman. They can _ hardly 
fail of making an impression upon 
the man who receives one. 
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In the absence of exact, guaran- 
teed circulation figures the space 
buyer may be pardoned for believ- 
ing that his own guess at the num- 
ber of copies printed deserves 
equal consideration alongside that 
of the soothsayer from the circula- 
tion department. 





PRINTERS’ INK has announced 
elsewhere that its issue of November 
12 (press day November 5) will be 
a special issue to the bankers and 
banking institutions of the country. 
This issue will have a total circu- 
lation of nearly thirty-six thousand 
copies, without a raise in the adver- 
tising rates. The individual de- 
posits in National banks, savings 
banks, State banks, loan and trust 
companies and private banks in 
1901, according to figures officially 
prepared by the Treasury Bureau of 
Statistics in Washington, aggregate 
to the enormous figure of 8,535,- 
053,136 dollars. Enterprising banks 
of the country have already become 
active newspaper advertisers. There 
is a noticeable excellence among the 
ads of banks which the Little School- 
master observes from time to time. 
The latter fact would indicate that 
the value of preparing good copy 
has been early recognized. Live 
newspapers can also easily recog- 
nize that this new branch of 
publicity is now in its infancy. Live 
newspapers have a splendid op- 
portunity to nurse the child into 
profitable customers. For, a branch 
of mercantile life, which amounts to 
a factor that is represented by 
billions, will make extended use of 
publicity as soon as the matter is 
thoroughly understood. Banking by 
mail has a grand future, it will 
enhance the welfare of the nation, 
the income of banks and newspapers 
and help to create prosperity al] 
around. First-class newspapers and 
all those advertisers who have a 
story to tell which is of interest to 
banks and bankers may easily per- 
ceive what an exclusive opportunity 
the special issue of November 12 
offers. For adwriters, designers, 
dealers in office outfits, labor saving 
devices, card and accounting sys- 
tems, etc., the classified columns of 
PRINTERS’ INK, 25 cents a line, aré 
suggested. Press day for this issue 
is November 5, 1902. 

















CORRESPONDENTS, who consider 
themselves thoroughly competent 
to write upon the topic of bank 
advertising, either from observa- 
tion or experience, are invited to 
correspond upon this subject with 
the editor of Printers’ INK. 
State, short and sweet, what you 
actually know. 





NAETHING BroTHERS’ restaurant, 
in Fulton street, near Nassau, New 
York attracts attention by means 
of several large squashes bearing 
catch phrases. These phrases weie 
cut into the vegetables while they 
were small, young squashes, and 
give them the appearance of being 
freaks of nature. The same firm 
also makes use of large turtles as 
window cards, and usually has one 
displayed bearing upon its back 
the phrase “In the soup to- 
morrow.” 





_A SPECIAL meeting of the Asso- 
ciation of American Advertisers 
was held at the Board of Trade 
Rooms, New York, on Sept. 26th, 
for the purpose of electing new 
members of the Association and 
additional members of the Board 
of Control. The new members 
elected are the De Long Hook and 
Eye Co., of Philadelphia, and the 
Genesee Pure Food Co., of Le Roy, 
N. Y. The officers and board of 
control of the Association, with 
the additional members of the 
board just elected, are as follows: 
OFFICERS. 

President, C. W._Post, Postum Cereal 
os Battle Creek, Mich.; vice- -president, 

. Mott Pierce, M. D., World’s Dispen- 
ph. Medical ‘Association, Buffalo, N. 
Y.; secretary, R. McKean Jones, Wy- 
ckoff, Seamans & Benedict, New York; 
treasurer, I.. H. Soule, The Bon Ami 
Co., New York. 

Boarp or ConTROL, 

One year—W. Atlee Burpee, W. Atlee 
Burpee & Co., Philadelphia; J. N. Jaros, 
Mariani & Co., New York; Emery 
Mapes, Cream of Wheat Co., Minneapo- 
lis; F. E. Thompson, Moxie Nerve Food 
Co., Boston; C. H. Brampton, Ameri- 
can Cereal Co., Chicago: Albert 
Clark, Joseph Campbell Preserve Co., 


— 

Tw years—James TT. Wetherald, 
edie. E. Pinkham Medicine Co., Lynn, 
Mass., George A. Priest, Singer manu- 
facturing Co., New York; . J. Baker, 
Scott & Bowne, New York; H. Mul- 
lin, General Electric Co.,  M. York; 
Oscar E. Binner, Lever Brothers, Ltd., 
New York, and the officers. 


T. E. Crossman is the assistant 
secretary of the association. 
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FuNNy advertisements serve one 
purpose—-they amuse. But it is 
one thing to talk about the humor 
in an advertisement, and another to 
act upon the suggestion contained 
in it. One might laugh hysterical- 
ly over a comic illustration in an 
advertisement, and yet have never 
a thought of being persuaded into 
buying through its influence. 


WHEN Adolph S. Ochs_pur- 
chased the Philadelphia Times 
some months ago and merged it 
with the Public Ledger he be- 
came the possessor of two Asso- 
ciated Press franchises. As he had 
use for ‘but one, there was con- 
siderable speculation as to what 
would become of the other. This 
speculation was cut short about a 
month after the consolidation, how- 
ever, for five Philadelphia dailies 
bought the odd franchise outright, 
contributing $50,000 each for the 
purpose. Then a new crop of 
rumors was bred, and many wise 
newspaper heads were wagged over 
the acuteness of Quaker City pub- 
lishers in thus forestalling compe- 
tition. The theory that found most 





haps—was that the purchase of the 
franchise barred Mr. Hearst from 
the Philadelphia field. The wise 
wagging newspaper heads have 
long held that the City of Brotherly 
Love is the apple of Mr. Hearst’s 
eye, and they believe that he would 
long ago have plucked it but for 
the shrewd tactics of Philadelphia 
publishers. When a _ PRINTERS’ 
INK reporter called at the New 
York office of the Associated Press 
he was referred to Mr. Ochs for 
information, and the latter said: 
“IT think the whole matter was 
pretty thoroughly explained in an 
editorial printed in the Public 
Ledger soon after the sale of the 
franchise. The deal was made to 
prevent further complications in 
the Philadelphia newspaper situa- 
tion—a city where publishing is 
demoralized at best. As for Mr. 
Hearst, I do not think that the lack 
of an Associated Press franchise 
would keep him out of Philadelphia 
if he wished to enter that field, and 
I am sure that he was not con- 
sidered more seriously than other 
possible competitors when the deal 
was consummated.” 
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LOCAL MATTERS are the most interesting to those who 
live in the country. 

Nothing else claims their attention to any extent. 

Mary Smith has jilted Tommy Green. Deacon Brown’s 
calf took first prize at the county fair, etc., and similar 
information is given only in the local weekly. 

The daily may use half a page in telling how the North Pole has 
not been discovered, but the local weekly secures the attention of 
its townspeople through PERSONAL and LOCAL MATTERS. 

The country people read and swear by their local paper. 

Nothing can take its place. 


The millions of country readers in the New England, Middle and 
Southern States can be easily reached through the 1.500 local weeklies 
of the Atlantic Coast Lists. Catalogue with information for the asking. 


ONE INCH—SIX MONTHS, $1,200. 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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THE PRINTERS’ INK PRIZE 
COMPETITION FOR igoz2. 


THIRTY-EIGHTH WEEK. 


In the 1902 Printers’ INK ad 
competition 77 competing ads were 
received in the thirty-eighth week, 
ending September 24, 1902. On 
that day the contest closed and the 
last week proved to be a record 
breaker, the largest number of ads 
being received and perhaps also the 
largest number of superlatively 
good ones in respect to quality. 
Of these, the one reproduced on 
the opposite page, is thought to be 
the best submitted during the 
closing week. It was written by 
John A. Kershaw, manager of the 
adwriting department of the 
American Machinist and Power, 
World Building, New York City. 
It appeared in the Danbury, Conn., 
Evening News of September 22, 
1902. 

The original ad occupied nine 
inches triple column space. It tells 
of a real story in actual life. It is 
a strong lesson to other young 
men. It tells what the reading 
and study of the Little School- 
master has achieved for Mr. Ker- 
shaw and what it can achieve like- 
wise for others. The reprint here 
is easier to read: 





I Know a Fellow 
Who Was Collector 


For a Country Store 


at a weekly salary of $6, when he 
first met Printers’ Inx, the Little 
Schoolmaster in the Art of Advertising. 
He had no special interest in advertising, 
but read Printers’ INK just because 
there were good hard headed business 
talks in it—because it told of successes 
and failures in the use of a business 
force which was new to him, and gave 
the whys and wherefores in_a way that 
was easy to understand. He began to 
get interested in the subject—borrowed 
PRiInTERS’ INK every week and sat up 
nights with it—didn’t want to miss a 
line. Finally sent the proceeds of two 
davs’ hard work for a year’s subscription. 
He was advanced to the cashier’s desk 
and to $10 per week. He and the man- 
ager read Printers’ INK and discussed 
its teachings while the others were at 
lunch. ; : 
The manager told him to write a few 


ads. 
He tried, and some of his efforts were 
printed in the firm’s regular space. 
Then they put him at work on the 
books, put $12 in his weekly envelope, 
and let him help out with the ad writing. 
He wrote ads for one or two of the 
smaller stores in other lines. 
PrInTeERS’ INK reproduced them in its 


Ready Made Ad Department with com- 
plimentary comments, and other adver- 
tisers in all parts of the country adapt- 
ed _ them to their needs. 

He took another step up the ladder— 
became advertising manager and second 
in command of a store employing thirty- 
five people. His pay envelope expanded 
again. 

Then he wanted a wider field. Came 
to New York. Made himself known to 
one of PriInTERS’ INxK’s editors and got 
a letter of introduction to one of the 
foremost trade paper publishers in the 
city, who wanted an advertisement 
writer. 

Submitted some ads. Got the job— 
and $500 more a year. 

He read Printers’ INK and worked 
like a nailer for a year or so, and the 
National Cash Register Co. offered him 
$500 more per year to write advertising 
for them. 

Told his employers about it and began 
to draw another $10 per week the next 
Saturday. 

His department grew—had to have an 
assistant, then two, then three—and an 
artist, and with them came more money. 

He’s only thirty-one now—there ought 
to be something in the future for him 
if he keeps at work and reads Print- 
ERS’ INK. 

But he has nearly doubled his salary 
since he came to New York, less than 
four years ago, and, after deducting a 
little for natural ability and a good deal 
for hard work, there still stands a very 
large balance to the credit of Print- 
ERS’ INK. 

No young business man can be as 
good a business man as he ought to be 
without reading Printers’ INK. 

It covers every phase of advertising 
as it is covered by no other paper— 
matter, manner, methods, mediums— 
everything. 

It illustrates and demonstrates as it 
goes along—shows good and bad adver- 
tising and tells why the one is good and 
the other bad. 

Joun A. Kersnaw, 

Manager Advertisement-Writing De- 
partment, American-Machinist, Power, 
World Building, New York. 


Mr. Kershaw also enjoys the 
distinction of having won the 
weekly prize in the tenth week of 
the contest. In accordance with 
the original offer, a coupon en- 
titling the holder to a paid-in-ad- 
vance subscription to PRINTERS’ 
INK, good for one year from date 
of presentation, was sent to Mr. 
Kershaw when the marked copy 
of the paper was received. Two 
additional coupons, one to Mr. 
Kershaw and one to the advertis- 
ing manager of the News, were 
sent in accordance with the terms 
of the competition when a selection 
of the best ad for the closing week 
had been made. Mr. Kershaw’s 
advertisement will now be placed 
on file, and it will have further con- 
sideration later on, as specifically 
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provided in the regulations which 
govern the contest. Each of the 
seventy-six unsuccessful competi- 
tors for the honors of the closing 
week received a coupon good for 
one year’s subscription to PRINT- 
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ing week than in any previous one. 
Two advertisements also repro- 
duced here were considered rank- 
ing closest to the winning ad. They 
were written by Mr. Edmund Bart- 
lett, of 86 Murray street, New 


I Know a Fellow 
Who Was Collector 
For a Country Store, 


at a weekly. salary of $609, when he first met PRINTERS INK, 


“The Little Schootmaster in the Art of Advertising 


He haJd nv special 


interest inf advertismg, but read PRINTERS’ INK just because there were 
good hard-headed business tatks in it—because it told of successes and 
fallures in the use of a trusine ss force which was new to him, and grve 
the whys ard «vherefores in a way that was easy to understand. He be- 





gan to get interested in the subject—borrowed PRINTERS INK every 


weck and sat up nights with «—didn t want to mus a line. Finally Beat 
the proceeds of two days hard work for a year’s subscription. 
He was advanced to the cashier's desk and to $10.00 per week. He and 


the manager 


Read Printers’ Ink 


and discusséd its teachings while the others were ei lunch, 
The maneger told bim to write’ a few ads. 
He tried, and some of his efforts were printed in the firm's regulsar 


space 


Then they put him at work on the books, put $12.00 in his weekly en- 


Velope, and let him help out with the ad. writing 

He wrote ads: for one or two of the emailer stores in other lines. 

PRINTERS’ INK reproduced them in its Ready Made Ad Depart- 
ment with complimentary comments, and other advertisera in ali parts 
of the country adapted) them to their needs. 

He took anothep etep up the jadder— 

“- - sos 
Became Advertising Manager 
ard second in commana of @ store employing thirty-five people, Hie pay 
envelope expabded again. 

Then he wanted a.wider field Came 1o New York. Made himself 
Rhrown to one of PRINTERS’ INK'S editors and got a letter of introduc- 
tion to one of the foremoet trade paper publishers im the city, who 
wanted an advertisement, writer 

Submitted, gome @efs Got ihe job—ar.d $500 more a year 

He read PRINTERS INK ar.3 worked ike a nailer for a year or #0, 
and the Nationai Cash Register Co. offered him $500 more per year to 
write advertising for them. 

Told his employers about u and began to draw another $10.00 per 
week the next Saturday 

His department grew—hao to have an Assistant, then two, then three 
—and an artist, and with tbem came more moncy 

He's Only thirty-oné now—there cught to be something im the future 
for him if he keeps dt work and reads PRINTERS’ INK. 

But he hes nearly 


Doubled His Salary 


since he came to New York, less than four years ago, and, after deduct: 
ing a little for natura) ability apd a good deal for hard work, there stil! 
stands a wy, large ~~ to the credit of PRINTERS’ INK 
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Prize Ad, thirty-cighth week, 


ERS’ INK, as a partial consideration 
for their efforts. 

As already alluded to, the last 
week of this competition has 
brought forth an unusual number 
of excellent advertisements and 
the selection of the best one was 
perhaps more difficult in the clos- 
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Manager Advertisemen -Wri'ing Departmen’, American 
me Power, World Bidg., New York, 


written by JOHN A. KERSHAW, 


York City, and published in the 
New York Oil, Paint and Drug 
Reporter of Sept. 22, 1902, and by 
Mr. S. H. Busser, whose ad was 
published in the Saginaw, Mich., 
Evening News of September 11, 
1902. Mr. Bartlett is a writer, de- 
signer and illustrator of advertis- 
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ing matter of reputation. Mr. 
Busser is advertising manager of 
the Evening News. He had also 
won the awards of the ninth and 
the thirtieth week. 

The labor of final revision of 
all the weekly choices is now in 
progress and will be reported in an 
early issue of Printers’ INK in 





all of the others submitted, and there- 
upon the twelve will be asked to supply 
each a photograph of himself, from 
which it will be possible for the Little 
Schoolmaster to have made halftone por- 
traits for reproduction in PRINTERS’ INK, 
and on the week following there will 
be reproduced reduced facsimiles of the 
twelve advertisements thought most de- 
serving, and from among the twelve 
three will be selected, those which are 
thought more deserving than either of 





Of all the publications devoted toadvertising, Printers’ Inkis easily tha Star, 


No matter how 


cally other-publications may be embellished, Printers’ 


Ink leads in the practical-advertising value of its contents: 


To the novice it offers more good 


P ‘asibly obtain 


. sound advice and ‘guidance than he can 
from any other printed source; while to the. experienced adver- 


ser it is a never-ending spring of pleasure and inspiration. 


\ Prrvrers' Ink is the constant desk 


men who have wen their success by the 
which Painters’ Ink 


p of ‘ul advertisers— 
practical applicat‘on of the principles 





These principles—the principles of good advertising or better selling meth- 


Qds—are engagi 


ing the best business thought of the day, 


Paintery’ Inx, the Star Advertising Publ'cation! A careful and persistent 
study of it will surely win any young man an enviable position in the.advertising 


field, if the making of an advertising man be 


PRINTERS’ INK, ‘ceo 


in bim, 


P. Rowell & Co., Pub tshers, 


10 Spruce, Street, New York. 
\Weekly-85.00 Year; Single Couies. 10c. 





Written by Mr. EDMUND BARTLE%T. 


accordance with the original condi- 
tions of the contest: 

In any event not later than in Decem- 
ber, 1902, there will be published in 
Printers’ INK the names and addresses 
of every adsmith who has been so for- 
tunate as to produce an advertisement 
that has been thought superior to any 
other sent in during any single week, 
and from among these there shall be 
chosen the twelve whose advertisements 
are thought to be superior to each and 


the other nine, and to the constructors 
of these three will be paid over cash 
prizes as follows: 

$100 to the adsmith who produced the 
ad that is deemed the best of all. 


$50 to the adsmith who produced the 
ad that is second in merit. 


$25 to the adsmith who produced the 
ad that is third in merit. 


Of the twelve papers or periodicals in 
which these best twelve advertisements 
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appeared, the six that are 
credited with the largest cir- 
culation in the latest issue 
of the American Newspaper 
Directory shall be entitled to 
the free insertion of a full- 
age advertisement in 
-RINTERS’ INK, for which the 
net cash price is one hun- 
dred dollars, said page adver- 
tising to be used when want- 
ed within six months after 
the awards have -been an- 
nounced. 

The total number of 
advertisements received 
from January 8 to Sep- 
tember 24, 1902, was six 
hundred and _ seventeen. 
These were written by 
three hundred and forty- 
one writers, appeared in 
three hundred and thir- 
ty-nine papers in thirty- 
nine States of this coun- 
try. Seventeen appear- 
ed in Canada, eleven in 
England, seven in South 
Africa and one in East 
India, all of which 
shows that the Little 
Schoolmastdr reaches 
advertisers pretty thor- 
oughly all the world 
over. 

—_—_~o>——_—_ 
LET THE READERS 
CONVINCE THEM- 
SELVE 












































































While there is no particu- 
lar virtue in writing an ad- 
vertisement on a milk-and- 
water plan, neither is there 
anything gained by giving it 
so much enthusiasm that it 
will fairly consume itself. 
Folks rather like to supply 
some of the _ information 
themselves. It is human na- 
ture for the average reader 
to give a fact, plainly put, 
a coating of extra strength 
in his own mind. When a 
man reads an advertisement 
that strains and does_ its 
level best to convince him, 
that man generally takes it 
with a pinch of salt. He 
would not be human if he 
were otherwise. But. if. the 
advertisement is laid along 
dispassionate lines, giving its 
arguments calmly and truth- 
fully, without undue agita- 
tion, the reader does not 
feel called upon to argue 
against it, because the feel- 
ing does not lay hold of 
him that that advertisement 
is working to win him over 
in spite of himself.—Michi- 
gan Tradesman. 

—_—* a. 








A MEpIuM may bring a 
lot of replies and still be un- 
profitable, 
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A FOREIGNER’S ADVICE. 
New York, Sept. 27, 1902. 

Editor of PRinTERS’ INK: 

An instance of advertising wasted and 
also neglect of a very promising field 
for advertising was brought prominently 
under my notice a few days ago. I was 
a pore on board the S. S. ‘“‘Mon- 
olian,”’ Allan and State line, Glasgow to 
Yew York, and arrived here on the 
25th inst. Twe days before our arrival 
a steward left on the smoke room table 
a number of booklets issued by the Hol- 
land House Hotel. It so happens that 
the Allan & State line boats are leisurely 
in crossing the “‘Herring pond” and are 
also cheap, so that even in the first-class 
saloon there are not many passengers 
who would be influenced by the adver- 
tising of an expensive hotel. As a 
matter of fact I do not think that the 
house named gained a single guest from 
our vessel. Now here is a chance for 
a hotel which caters more for middle 
class patrons to put forward its attrac- 
tions at a time when passengers are ex- 
ercising their minds where to stop in a 
strange city. At this time of the year 
only a small percentage of _west-bound 
travelers belong to New York. The 
majority are foreigners (British includ- 
ed) or Americans from the middle and 
far West. In either event they have 
not absolutely made up their minds 
where to stay in New York and are 
open to the influence of a well-got-up, 
explicit hotel booklet. To the  hotel- 
manager who thinks of following up 
this idea, I would say: Above all things 
remember to give prices, for thereis noth- 
ing a stranger dreads more than ing 
“bled” by a large hotel bill. Take your 
readers into your confidence so much 
so that a man can sit on the deck of 
a steamer, a thousand miles out at sea, 
and, with your booklet in his hand, 
figure out exactly (or nearly so) what 
his hotel bill will come to. I under- 
stand that the distribution of advertis- 
ing matter can be arranged with the 
steamship companies. Another field which 
appears to me not to be as well ploughed 
as might be. On arrival I went to the 
Grand Union hotel and unpacked my 
clothes. Naturally they were crushed 
and out of shape from lying for some 
time in tightly packed trunks. I went 
downstairs and looked in vain for the 
advertisement of a clothes tending firm. 
There was none to be seen. Of course 
one of the bell boys would have found 
out someone to do them for me but that 
is not the point. Surely there is some 
firm which undertakes the cleaning 
pressing, brushing up, etc., of men’s 
clothes, with sufficient push and drive to 
have a neatly framed card in a promi- 
nent position in, leading hotels, calling 
attention to their business and_ giving 
prices. Every man who comes off a long 
steamboat or railroad ange has _ his 
clothes crushed by vacking and’ should 
have them attended to. But he does 
not always remember to send them out 
when he arrives. There is the adver- 
tiser’s chance to remind him. Arrange 
with the hotel for a show card in a 
conspicuous place, or better still for a 
small neat card in each bedroom. I 
have seen in all the street and elevat- 
ed cars cards advertising “‘Force.” They 
are invariably in rhyme and wind up 
with the conversion of “Sunny Jim.” 
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Now I know what “Force”’ is, what it is 
for, and what it costs; but if I did not 
know ..ww would I learn about it from 
these rhymes? Rhymes are all very well 
in their way but is it not better to 
hammer away in the same key all the 
time? Tell the people what “Force” is, 
what “Force” does, and what it costs. 
The information given by these rhymes 
is not sufficient to enable anyone to 
determine whether ‘‘Force” is a baby’s 
rattle or a comic periodical. 
Tuos. E. DockreE.t. 





KAFFIRS TO WEAR SUSPENDERS. 
Provipence, R. I., Sept. 24, 1902. 
Editor of Printers’ INK: 
G. C. Carpenter of the firm of Cong- 
don & Carpenter, has hit upon a unique 


method of advertising and selling goods 
by sample in foreign lands. e has 
chartered the handsome three masted 


schooner Carrie A. Norton, and fitted her 
out with a full line of samples of furni- 
ture, woodenware, hardware, jewelry and 
foodstuffs, as well as many patented ar- 
ticles and “Yankee notions.” With these 
he will sail for Africa, and coasting 
from port to port around into the In- 
dian Ocean, sell goods from samples, 
taking orders which will be sent oe 
to the home office to be filled. It is 
expected that in a comparatively short 
time the Norton will build up a trade 
which will yield excellent returns, as 
the prices on the merchandise will be 
much less than on similar goods obtain- 
ed in Europe. An attempt will be made 
from time to time to introduce new 
lines of goods never heretofore handled 
in foreign countries and standard goods 
in countries never before reached by 
American commerce. With a view to 
impressing prospective customers with a 
proper idea of the responsibility of the 
vessel’s owner in carrying out his con- 
tracts, as well as the importance of 
United States manufactures, Mr. Car- 
penter has fitted up his vessel regardless 
of expense. She has been entirely re- 
fitted, and her officers and crew will be 
handsomely uniformed in yachting cos- 
tume. One of the methods of advertis- 
ing the vessel and her mission will be 
the giving away of thousands of pairs of 
suspenders, each pair marked plainly 
with the inscription, “Sch. Carrie A. 
Norton. Yankee goods cheap.” These 
will be distributed where they will do 
the most good. 
F. N. Hoiiincsworrs. 
—+o>—__—_ 


THE average person is hard-headed 
and expects the merchant to give him 
what he asks for. Usually the article 
called for, if of a proprietary nature, is 
ene that kas been well advertised.— 
Progressive Advertiser. 

—_+o>—___—_ 


It is a poor policy to take chances up- 
on disappointing customers. Nine out 
of every ten intelligent persons know 
just what they want when asking for 
certain brands. But give them some- 
thing else than what is asked for, and 
there is an entering wedge to the loss 
of the customer’s trade. The merchant 
had better keep in stock the articles 
which are extensively advertised, for 
they are the ones that are sure to be 
called for.—Progressive Advertiser. 














ONE SWALLOW DOES NOT 
MAKE A SUMMER. 


Brooktyn, N. Y., Sept. 29, 1902. 
Editor of Printers’ INK: 

“Bullseyes and Other Things in Brook- 
lyn,” in the last issue of Printers’ INK, 
suggests that it may be proper to say, 
that if at any time during the present 
year you have accorded the Standard 
Union a rating of less than 20,000 copies 
daily, you have done the paper a gross 
injustice, and given currency to a 
wholly inaccurate and misleading state- 
ment. It is not necessary either to 
await the return of the publisher or of 
anybody else, for a convincing demon- 
stration of that fact. It is at all times 
at the service of any properly interest- 
ed person. The circulation of the 
Brooklyn daily Standard Union is be- 
tween 20,000 and 30,000 copies daily. 
If you have any doubt of this fact, it 
can be verified by a visit to our press 
rooms, which are open to the public at 
all times without permit. Yours truly, 

H. L. Bripcman, Bus. Mgr. 





The circulation of a newspaper 
cannot be ascertained or verified 
by a visit to the press rooms. One 
day’s issue may or may not rep- 
resent the circulation. From a 
tabulated statement, showing how 
many copies have been printed of 
every issue for a year, one may 
have a reasonably accurate esti- 
mate of how many copies will be 
issued for a year to come. Ex- 
perience has demonstrated that 
such a tabulated statement is the 
best form of conveying information 
about the circulation of a newspa- 
per. Such a statement, from the 
office of the Standard Union, 
PRINTERS’ INK has never yet seen. 


ee 
KILL THE JINGLER. 
New York, Oct. 2, 1902. 
Editor of Printers’ INK: 
Rip Van Winkle was a lucky man, 
After sleeping so long he was dry; 
For when he awoke an elf gave to him 
A bottle of 
Pearl 


Wed 
ding z 


Was there ever worse poetrythan this? This 
is a street car sign. If the whisky is as bad 
as the poetry it will certainly kill at very long 
range. The poet should be executed without 
further trial. E, C. Vick. 

Success begets success, and the popu- 
larity of a meritorious article helps to 
sell other goods; therefore well-adver- 
tised proprietary articles are business 
makers for other lines.—Progressive Ad- 
vertiser, 

—_+o+—_—_—_ 

THe doctor charges for treatment 
whether he does you any good or not. 
Advertising space costs just as much for 
a no good ad as an ad that sells goods. 
The important thing is the copy. Any 
fool can buy space, but it takes wit to 
make the space profitable-—Grist, Den- 
ver, Colorado. 
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| grad different things (all ,of 
them mighty expensive) con- 
tribute _towards keeping up the 
present high standard of the 


Muneie 


(IND.) 


STAR 


The STAR does at least one thing 
that is not done by any other 
Indiana or Indianapolisnewspaper: 
It receives and publishes the full 
leased wire Associated Press Tele- 
graph service; also the full Pub- 
lishers’ Pressservice, supplemented 
by an exclusive State telegraphic 
service of its own. Every modern 
equipment necessary to the publi- 
cation of a metropolitan newspa- 
per is made use of by the Star, 
including a complete engraving de- 
partment, a department maintain- 
ed by but one other daily newspa- 
perin Indiana. The actual daily av- 
erage paid circulation for the STAR 
in the month of June was 20,546. 

















































No Hinks, 
No Snags, 
No False Pretense 


The Sioux City 
Journal 


is so good a paper, and 
has been good so long, 
that it has no competition 
within gun shot. 


Over17,000 a day 


Successful for thirty years 
—that means a whole 
lot for a newspaper. 












ALBERT E. HASBROOK, 
Mgr. N. Y. Office, 
91 Times Building, New York. 
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FOR SOUTH AFRICA. 


JoHAnnesBuRG, Transvaal, Aug. 25, 1902. 
E£ditor of Printers’ INK: 

Will you please be good enough to 
send the name and the address of the 
manufacturers of the addressing ma- 
chine you use to the Anglo-American 
News Co., Box 3272, Johannesburg. 

I will be much obliged to you if you 
will ask makers of addressing machines 
to send me their catalogue and prices 
for reference of other inquirers. 

For which I thank you. 

Yours very truly, 
G. H. Crapp. 

For the past four years PRINT- 
urs’ INK has used the automatic 
addressing machine made by the 
Wallace Company, 29 Murray St., 
New York City. It prints ad- 
dresses, upon envelopes or wrap- 
pers, in facsimile of typewriting 
and the addressing can be done at 
the rate of one hundred per min- 
ute. It is possible to take a proof 
of the mailing list at any time for 
office use on sheets that can be 
bound in book form and the whole 
is done at small expense, while the 
facility with which new names can 
be added and old ones removed 
leaves nothing to be desired. 


—— +2 
ADVERTISING MACHINERY. 
Crncrnnatt, O., Sept. 25, 1902. 
Editor of PRINTERS’ INK: 

The writer recently subscribed for 
your journal for use in connection with 
some circular letters, mailing cards, and 
general advertising, such as would come 
within the jurisdiction of this office. 
After reading it a few weeks we found 
that the suggestions contained therein 
from time to time were of great bene- 
fit to us in the lines mentioned. In 
addition to this we find that we have 
been very much enthused in the possi- 
bilities of newspaper advertising for our 
line of goods. There has been popular 
superstition that machinery could not be 
handled properly through newspaper ad- 
vertising. We have, through Printers’ 
Ink, arrived at different conclusions of 
which you may be glad to know. We 
have tried small daily ads in one of 
the local papers which we believe will 
bring us good results in a short time. 
In fact we are well enough pleased now 
to branch out slightly, taking in some 
of the better papers in other cities in 
our territory. We find it impossible 
to have any reliable key to our ads, but 
are compelled to judge by general re- 
sults. We believe our newspaper ad- 
vertising will pay us and we value 
Printers’ INK very highly for the sug- 
gestions contained therein and have been 
greatly benefited by it. We wish you 
would kindly send us the last issue of 
your newspaper directory, which we ex- 
pect will be of benefit to us. 

Very truly yours, 
Dopce MaAnuracturinc Co., 

W. L. Chandler, Mer. Cincinnati 

Branch. 


A DIFFERENT VIEW. 
2029 Market street. 
PHILADELPHIA, Oct. 1, 1902. 
Editcr of Printers’ INK: 

In the current issue of Printers’ Ink 
there is an article on reading notices. 
You say that theatrical men get read- 
ing notices, because they fill the space 
with entertaining stuff. Do you think 
so? Is it not rather because they give 
so many passes to the editors and 
others? We personally know of an edi- 
tor who not only gives his wife passes 
for every show that comes to town, but 
also supplies her family, which is a 
very large one, with passes for almost 
everything, also boxes for box parties, 
and does the same thing for his own 
family as well. In fact, we know that 
one week he had passes, etc., to the 
amount of thirty-five dollars, and fre- 
quently, his passes, etc., reach twenty 
dollars and more a week. Besides this, 
he always provides transportation over 
the railroads for both families, no mat- 
ter where they may be going, New York, 
Atlantic City, Washington, Chicago, etc. 
While this is doubtless very pleasant 
for him and others enjoying the same 
privileges, does it not to some extent 
explain why prices are kept at such a 
high notch for theatrical amusements? 

Yours very truly, 
Attas Storace, Sare Deposir & 
Trust Company. 
~ ++ 
OTES. 

Two neat hangers showing samples 
of coin envelopes come from the United 
States Envelope Co., Springfield, Mass. 


Oscar HeErzBerc, once editor of 
Printers’ INK, has become associate edi- 
tor of Charles Austin Bates’ magazine 
Current Advertising. 


THE latest novelty from the Washing- 
ton Shirt Co., Chicago, is a booklet con- 
taining samples of shirt fabrics. The 
cover is die-cut, enabling the reader to 
judge how each pattern looks on a hu- 
man being. 


A _HANDSOMELY printed booklet from 
the Western Fruit-Grower, St. Joseph, 
Mo., contains circulation figures, letters 
from readers, indorsements from adver- 
tisers and other facts concerning this 
live publication. 


Mr. Etmer FE, Crark, advertising 
manager of the Evansville, Ind., Courier 
paid the Little Schoolmaster a pleasant 
visit the other day. Mr. Clarke report- 
ed a successful business trip for the ex- 
cellent paper which he represents. 


THE Bates Advertising Company 
(Charles Austin Bates) signifies its in- 
tention to enter the field of general 
newspaper advertising and has engaged 
Mr. S. S. Messiter, heretofore manager 
of the Remington Bros. Agency, to take 
charge of that branch of ils business. 


Geo. H. Atcorn, 88 Tribune Build- 
ing, New York City, the Baltimore 
World has appointed manager of the 
Eastern advertising department and Mr. 
John Glass, 530 Tribune Building, Chi- 
cago, manager of the Western advertis- 
ing department. Both of these gentle- 





men are on a salary and receiving no 
commission whatever. 











Joun H. Stnserc, who has been con- 
nected with the advertising department 
of the Philadelphia Record for several 
years past, has been a assistant 
advertising manager 0 the paper. 


Tue Secret Service Bureau has decid- 
ed to suppress stage money because it is 
so frequently palmed off on immigrants 
as real. Agents in various cities have been 
instructed to seize all plates and all 
stage money made from them, the same 
to be destroyed. 


Mr. Ocus thinks that a small detail 
like the lack of an Associated Press 
franchise would hardly keep Mr. Hearst 
eut of the Philadelphia newspaper field 
if he wished to enier it. And there are 
those who hold—maliciously, perhaps— 
that Mr. Hearst would have little diffi- 
culty in manufacturing all the news that 
he needed in any field. 


Tue American Machinist, New York, 
sends out five mailing cards bearing ad- 
vertising talks of the practical, straight- 
forward sort that one always associates 
with that practical, straightforward, pro- 
gressive trade journal. The paper will 
be twenty-five years old in November, 
and Mr. Hill will celebrate with a spe- 
cial issue on the 6th of that month. 


pct Sta pat ect 
Classified Advertisements. 


Atwertesinens ts under this head two linesor more, 
wit meee lay, 25 cents a line. be 
in one week t week in advance. 


WANTS. 


‘J. HE TIMES-DEMOCRAT, Chastotte, N. C., leads 
all semi-weeklies in the State 


HE CHARLOTTE NEWS ar the list of 
afternoon papers in North Carolina. 


A SYSTEMATIC, thoughtful, responsible man, 
26, wants place as assistant to advertising 
manager. G. z SHEARER, Streator, II. 


N ORE than 200,000 copies of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


oo man, 23 years of age, possessing ener- 
re at present advertising 
for large biped - business, wishes to change. 
dress “* ENERGY,” care Printers’ Ink. 


DVERTISING MANAGER (or writer) of a7 
rience and ability, open $30 

eek. Town over 1 nly. Ieferences oe 

GOGNON, 90 James, Grand | Rapids, Mich 


7OUNG advertising manager desires to 

change locality ; 8 years in present position 

with one of the bigges ‘gest department stores in the 
West. Address “‘ E. T.,” care Printers’ Ink. 


Ww4 ANTED—The exclusive agency for 1903 fora 
line of port Ag up-to-date Cardboard Cal- 
endars for — and Ireland ; willing to 
P ace ; best refere' nees. Write 
*, WORLE 08 Green Lanes, London, N 


\ 7 ANTED—Several reliable mail order con- 

cerns to handle “ Theory and Practice of 
Advertising,” a new book ict off the press. A 
successful plan is given with the contract. GEO. 
W. WAGENSELLER, Author and Publisher, Mid- 
dleburgh, Pa. 


PROMINENT trade journal wants a corre- 

spondent in every city in the United States 

So look after its local subscription and advertis- 

ing business. Man who has had some experience 

solic me Rey ey Give references. 
Address * J..”* care Printers’ Ink. 


mrt snk advertisement writer to se- 
cure a copy of our book of ready-made 
advertisements, A veritable mine of su 
tions and catchy phrases. Contains over five 
hundred examples of effective ads. Invaluable 
as a thought st a for advertisement writ- 
ers. Sent postenta on receipt of price, $1. Ad 
gen aes » ROWELL & CO., 10 Spruce St., 
ew York. 
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W4np- A few advertising solicitors with 
good record, for a NKLIN, Prince making 
propestion eee! ht. CO rs’ Ink. 
W 4a wing mi e without a ri- 
val “ ie eld, wants hustling advertising 
representative in all leading cities. Address 
“ H. M. 8.,” care Printers’ Ink. 


MLL-ESTADLIERED 6 type found 4 is look- 
ing for traveli esmen, either ready 
made or partly made. the — we — that 


some practical prin’ inter and 
might make a perfect —~— this } mee ~g 


Good 

character, address, energy and selling abil- 
ity absolutely essential. "it this seems pointed at 
you, write and tell why, ina way a Tr can 


understand. Have found two, but n more. 
’ Ink 


Address “ A, N, W.,” care Printers 5 
DVERTISING 
POSITION 
WANTED. 


For thirteen years I was employed by 
Messrs. Geo. P. Rowell & Co., and under the 
immediate direction of Mr. Rowell had a 
great deal to do with the advertising of 
Ripans Tabules and the management of 
PRINTERS’ INK. 

I now seek a position where that teacb- 
ing, as well as experience regarding news- 
papers and advertising mediums generally, 
the buying and filling of space, business 
methods, etc., would be valuable to a busi- 
ness and serviceable in carrying on the ad- 
vertising plans already under way—or in 
forming new plans for developing trade. 

Am 30 years of age. 

Address PETER DOUGAN, 14 Perry St., N.Y. 


Reference : Mr. Geo, P. Rowell. 





CAPS. 
ANBURY HAT CO.,N. Y. 
Caps quick—any ad embrcidered on. 


+> 
TRADE JOURNALS. 

I ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 cents, New York City. 
eo 
FOLLOW-UP SYSTEMS. 

RINTED matter telling all about them free. 
THE SHAW-WALKER CO., Muskegon, Mich. 
UNIFORM FORM CAPS. 


STIMATES and samples promptly furnished. 
E' DANBURY HAT CO. 23 F Desbrocees Bt. wy. e 





To LET. 
oO ry offices at No. 10 Spruce St. 


Rent, $600, $500, $400, respectively. Appl 
to GEO. P. ROWELL & CO. owners, on’ the 
premises. 





SUPPLIES. 
W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more > 
ome cut inks than any other ink house in 


“Special prices to cash buyers. 





BONDS AND STOCK CERTIFICATES. 


JE carry in stock lith hed Bo 
Ww* Stock Certificates partly coms ae ane 
m™ 


ted, which 
ay be finished 5 2 printing” in's short ¢ time, 
at low cost. nd for sam ALBERT B. 
ING & CO., 105 William 8t., New York. 








MAILING MAC: MACHINES. 
=BD DICK MATCHLESS M/ many lightest and 
quie ickest. Price $12. nn 
Mfr., 178 Vermont St., Beiffalo’ wy. 
——_—__ - ++ 
STEREOTYPE O OUTFITS. 


OLD Simplex stereotypin ‘in: out, $13.50 up. 
C Two Re cdg Be aon material, 


Pie oy wer circular saw, wait iron, ° 
SRY Ki RS, 240 E. 33d 8t., New York. 
CALENDARS. 


OST artistic line of advert 
ever offered. Write for price 
BASS! & SUT 


Beekman St., New “York City. 


“ieseaueae 


+ 
MULTIPLATE PROCESS PRINTING. 


00 LETTER HEADS on a fine linen paper 
9 for$8. Send forsamples. Other we 
thi: just as cheap. CLARK & ZUGA 

Printers and Paper Dealers, 88 Gold St., N. Y. City: 


eee 
ILLUSTRATORS AND ILLUSTRATIONS. 


Qrem. SKETCH FREE 
Executed along your ideas, Suitable for 
zinc etching or half-tone. Would naturally ex- 
| oes order for completed plate placed with my 
ouse if conception and price are satisfactory. 
Address “* ORIGINAL,” care Printers’ Ink. 


ADDRESSES FOR SALE. 
ein the addresses of all the leading club 


men and women of the U.8., about 7,500. Will 
sell ey for $6 per WA hie ae have a 


vot ese names will br.a: pon Ry » scores, 
816 Jefferson St., Philadelphia. 











<>o__—_— 

PREMIUMS. 
RaAK4 goods are trade builders. Thou- 
sands ve premiums suitable for 


ublishers and o ers from the foremost manu- 
Racturing and wh wholesale s -¥ in jewelry and 


price cai exe 
free. 8. F. MYERS CO., 52 Maiden Lane, 





> 


EXCHANGE, 


Exgeazce what you don’t want for some- 
thing you do. If you have mail order names, 
stock cuts or someth: , and want to ex- 
« change them for others, put an advertisement = 
PRINTERS’ INK. There are ¥ ne bably many 
sons among the readers of this paper with w 
zoe can effect a speedy and advantageous — 
. The price for such advertisements is 
% cents per _ eachinsertion. Sendalong your 
advertisem: 








PRINTERS. 
F you “ not satisfied where you — us. 
I Wed all kinds of book z An 
rinti) <promptiy and satistactorily. MGNION di 
PRINT TEN CO., 15 Vandewater St., New York. 


LETTER HEADS i ogng™ fine linen r, 
5,000 ¥ a on first order only, tot 
oN rices oy other printing. 

LBERT KING ¢ & & C0., 105 105 William St., N. Y. 


SMALL SPACE WELL USED. 
How often you hear somebody say : “ Now 
there’s a small space well used. It "aie right 


om = the paper.” 
bold praphtoal bs ae yee caught 
the e and small ad stand out more 
ently & nan one twice its size, but not so 


“2s rar thet things we particularly pride our- 
selves on, is — x ,-! for setting advertise- 
ments that are bo be x no — what 
position they COomDS in the r. r local 
printer ps probably has not the equ lt. for doing 

we have, probably he doesn’t know 
how a as we do. 

We furnish electrot too, if you like. 

This is only one of things vad ‘0 for advertis- 
ers—the p' of catal booklets, circu- 
lars are some of the other ngs. 

We make them stand out of the crowd too. 

PRINTERS’ INK 


ESS, 
10 Spruce St., New York. 





es PRINTERS’ INK. 


COIN CARDS. 


Kies COIN MAILERS, Be Beverly, agg Sam 
free. $1.60 per M in large lot 


PER 1,000. Less for more; any printing. 
$3 TAE COIN WRAPPER CO., soy Be Mick. 
HALF-TONES. 


Hie Hg ~~ single ook 8 
extra deep le co gi “double, $1 Bie. 
the cash, eliver. 


ING CO., 112-114 ‘North Ninth hs Punledelphia. Pa. 


Geep usan code: for newspaper half-tone. Or 
if you don erate, | send us us the p ot 
engraving — ment. e will 
ayes 78. a ST! aig ENGRAVING Co., 
»N. 
T5°, NEWePaPRi HALF? HALF-TONES. 

Single col. 60 or 85 line ae per ba half- 
tones mounted, and delivered free cash is 
sent with order. KNOXVILLE ENGRAVING 
CO., Knoxville, Tenn. 








es ee 
ADVERTISING NOVELTIES. 


D== CLOCKS, bronze letter openers, ther- 
mometers, ete. H. D. PHELPS, Ansonia, Ct. 


F° R the pareo se of inviting announcements 

of Advert “ising Novelties likely to benefit 
reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


ERE’S your advertising oe ! Watches, 
good ee $9 doze ket oo 
holde®. 30c. di pocket comba, ‘our in. lon 
25e. dozen. FRED L: OLDS, B OLDS, Box 583, Alpena, M 


Allmerciant. BUTTONS for newspapers 
fp a. Every ad sure of good ta 3 
tion, tup column. Circulation enor- 
thous le) for prices (they’re cheap). ST.LOUIS 
CO., 620 N. Broadway, St, Louis, Mo. 





BOOKS. 


EPARTMENT STORE DIRECTORY. 
$1 postpaid. 253 253 Broadway, New York. 


DVERTISERS’ DIRECTORY — Tables of | 

rates of leading <oeien, weeklies and 
monthlies , corrected monthly. Single copy 10c. 
couplets en printing. "FULTON & CO. 
comple’ r ep 
Kansas City Mo . 


USsY somaaee MEN should secure at once a 
copy of “ Theory and Practice of Advertis- 
8 ik just off the press. It is a veritable 
i Sehouse e; every writer. Fifty lessons, 
clear, concise and to the point. Order’ ee 
Mailed o: on receipt of 75 conte. GEO. W. W. - 
SELLER, A. M., Middleburgh, Pa. 


AKING - COUNTRY XN SE weraren tes 
book f lowapepes makers. its 
we nt in gold in inp cal instruction. Subjects 


ings, circulation, ad fon, adver eing, daly. iaw'; how to to 


e a newsierand better paying pa} iw to 


orsed by leadi Pid newepere id in 
cron $1 po MINION COMPAN Se 
$34 Dearborn St., “Onicego. 


¢6rPHE BET! ER ADVERTISING”—That man 
who duily a some advertising 
problem—large enough oe nd outside assist- 
pa find ii. our book some things which 
y suggest w way: in which fy ‘cn be useful to 
him, For that mai. ve made it and to that man 
we will send it—with vr without a com. Here 
is outlined a service not offered, in sense 
that we understand it, by any other house. Il- 
| ore — reproduct ons oR ads and ited 
things _t ve ma 8s & 
OL EN’ St St. James s Building, Rew York. 


EADY-MADE ADVERTISEMENTS. Messrs. 
Geo. P. Rowell & BE Spruce S8t., ved 


York, send the Caveat e 9-page 
a - a ‘Advertisements: ” The 
book contains, ides other valuable informa- 


pa examples and styles o 
r 


‘o 
9 wn raaT thats own advertisem this little 
wore will be — —. The ;F— isonly 
one do! 
The book c will be: ante i any address upon re- 
ceipt of one dollar. GEO. P. ROWELL & CO., 10 
Spruce 8t., New York. 


———— for al- 
no omers 





























aN 


















PRINTERS’ MAC MACHINERY. 


E BUY, SELL OR R EXCHANGE 
Printers’ machinery, material and supplies. 
from all foundries. 
Etim ates — furnished. 


quality a DP ENDLE DLER & CO., N. Y. City. 


—_+o> --———_. 


FOR SALI SALE, 


HE CHARLOTTE E NEWS and TIMES-DEMO- 
T CRAT have the est circulations in the 
best city and county in North Caro’ 
OU can buy wa in the Charlotte NEWS at 
reasonable rates. It carries more advertis- 
ing than any other North Car Carolina daily. 


T EWSPAPER and job pow joe power plant in Western 
iN Colorado. Circulation 700; income $225 per 
mo. Republican ; on ae -—* Urgent rea- 


son for selling. ae. A ares “ BAR- 
GAIN,’ x in 


om 39x56, with direc ae vam f = volt 

or. Change in hy ress 

too A. It will increase facil ities — large 

yom without demand on power. TRADESMAN 
MPANY,Grand Rapids, Mich. 


WILL buy excellent monthly mail 
$5, 000 order publication. Well estab- 





lished ; earning 50 per cent on iovesnent, best 
of prospects. Splendid chance. ,Careful inves- 
tigation asked. Address “ P P. P.,” Printers’ Ink. 


VERY issue of PRINTERS’ INK is religiously 
y many newspaper men and printers, 
as well as by advertisers. If you want to buya 
paper, or to sell a paper, or or ink, pe 
to do is toannounce your ¢ — in a classifi 
advertisement in PRINTERS’ INK. The cost is but 
25cents a line. As add rule, one insertion will do 
the business. PRINTERS’ INK, 10 Spruce 
8t., New York 
———~+or— —— 


ADVERTISING MEDIA. 


MopEet MEXICO covers Mexieo evens y- 
New York onc eS 116 Nassau 


25 | 4 — — 4 inch per day; a day gina adeutiies, 


SE, Brockton, Mass. 


40 omne 5 man i oa = cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 8,000, 


POR as. city of Brockton, Mass., 40,063. 
Brockton NTERPRISE ¢ covers the city. 


pmacs the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 
NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 


RADE PRESS LIST, Boston, shows through 

its compiled lists the trade publications of 

the world, under conga headings. Am val- 
uable office reference. 


EPUBLICAN AND FERAL D (Winona) has the 
lai circulation of any daily in Minnesota 
outside of + * “twin Cities and Duluth. Ccvers 
thoroughly. 
DV. ERTISERS GUIDE, spear, N. J.— 
Circulation, 5,000, Mail paid one 
ear, me Ad rate 10c. RF line. Close 
4th. A postal card request will bring sample. 


( NLY 50c. per line for each insertion in entire 
list of 1 ecg oe located mostly in 
New York, New Jer and Pennsylvania. 
U NION PRINTING co. “ Vandewater St., N. Y. 
DV a in 100 or 1,400 weekly papers a 
A’? West. Sen a for 8&page boo 
let tellin al aaa them and taining other . 
formation. CHICAGO NEWSPAPER UNION, 10 
Spruce 8t., New York. 








en 
ADVERTISEMENT CONSTRUCTORS. 


B= cuts and writing to advertise goods at re- 
tail. Explain business for pri HE ART 
LEAGUE, New York. oo 


[amoer AND ) PRACTICE or ADVERTISING, 
he only t book on the subject in the 
world. Just t the thing for rivate wets .. Fifty 
compl poten lessons. Every adwriter should havea 


Opy. t post id , seventy-five cents. GEO. 
w Wag iF SE. ° 
burgh. gs R, A. M., Author, Middle- 
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. ye otvertingmente in ree — 
Lessons ip Correct aes 
first ive, GOOD ENGLISH Co. sewton, dss 
ENRY FFRRIS, his mark, 


918-920 Drexel Buildin , Philadelp! 
Ad-writer, d er, adviser. Specialty, me- 
chanical adve: g-. Write for specimens. 


= aes you want a iow Ipga that 
will save you money and increase the 

ciency of your advertising! If so, address, with 
business card and stamp, SMITH, Box 1990, N. Y. 


A® CONSTRUCTORS will find our book of 
ready-made advertisements of great assist- 

ance in the preparation of advertisements. The 

book contains over five hundred specimens of 

good advertising, any one of which may 

an idea for your ad when you get stalled. 

prepa id on receipt of price, $1. Address GEO. 
. ROWELL & CO., 10 Spruce St., New York. 


on the V acues fifteen years I have been writing 
advert ang matter of every description, for 
firms who, with my ase vo have achieved 
success. I may also be able to please you ; if 
not, it will cost nothing 
JOHN = GOETTIN GER, 

23 & 24 Pickering Bide. 

Cine innati, oO. 


Ae RITERS and designers should use this 

column to increase their business. The 

price is only 2% cents a line, being the cheapest 

of any medium published ’ consi ering circula- 

tion and influence. A number of the most suc- 

cessful adwriters have won fame and fortune 

mt use of this column. They 

small and kept at it. You may do like. 

wise. Address orders, PRINTERS’ INK ,10 Spruce 
St., New York. 


NY manufacturer or wholesaler who desires 

intelligent aid in the planning and proper. 
ation of his advertising might find it to 

varies 44 write to me. 

specialty of this work, writing ads, 

baoklets, folders, etc. But usually services 

include more than tical adwritiag- —Thave had 

an extensive ence in planning 


and managing — ¥ manufactur- 
ing po tt is $4 4 work that the ser- 


vices of a ee man are often most needed. 

I will be pleased to send samples to any adver- 
tiser which ought to tell on their face whether 
my services would be valuable to him, 

EDMUND BARTLFTT, 
150 Nassau 8t., New York. 


[ * — a_ specialty of small CIRCULARS, 
KLETS and ap ERS for inclosure 
wit ——: regular mdence. Short, 
quickly read, pertinent thi best the 
attention of the alwa’ a baay e to whom you 
oo for patronage. ‘ew good cuts—if illustra 
ions are necessary—a , concise, interesting 
tell of your story, without any superfluous 
id ee »may be so combined with a novel and 
treatment as to be exceed! 
profitable: Would you like to see oe ¢ of 


poe work! If so, and your inqui a 
ssible business-f will be 4 leased : sed € mall you 


vaio alot. Postal cards oa Ly be noticed. 
FRANCIS I. MAULE, 
No. 4, 402 (ab 8t., Philada. 


Possessors of Original 


Ideas for Advertising Purposes 














(no matter what business they 
concern) are invited to send 
them tome. If they are avail- 
able for German purposes they 
will be purchased. 


RICHARD GRUNDLER, 
Advertising HALLE a. SAALE, 


Bureau GERMANY. 
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HAS A SORT OF CONVINCING 
: SOUND. 


If there is one thing a woman will 
stop and admire more than any other 
in a newspaper, it is the picture of a 
strong, heroic, handsome fellow, dressed 
in a suit of clothes that enhances the 
strong points in the masculine figure and 
face. Not only does the woman admire 
the picture, but ardently longs to as- 
sociate with a man dressed like the man 
in the picture. 

Every time you make an impression 
upon a woman by some striking cut used 
in your newspaper advertisement, you 
may be sure her men friends are going 
to hear about it. And if your adver- 
tisement cuts are regularly striking and 
strong, you will soon have a reputation 
among the women that will be worth all 
the trouble and expense the advertising 
entails.—Cahn-Wampold’s Chat. 








Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


CANADA. 


ANADIAN ADVERTISING is best done by THE 
U DESBARATS ADVERTISING AG’Y, Montreal. 


“Every Advertising Man in the 
country should have a copy of that 
book,’’ said the advertising manager 
of a large concern when he sawa copy. 


Plain Printing Types 
by Theodore Low DeVinne, the high 
est authority on printing in this coun- 
try, is not only of practical use, but 
almost a necessity to all advertising 
men, both writers and solicitors. 

It explains the point system and 
contains examples of different sizes 
and styles of type. 

It guides the advertising manager 
in the proper selection of type tomake 
an effective display without experi- 
menting. It aids the solicitor in ad- 
vising his clients about improvements 
intheirannouncements. Its arrange- 
ment was made with the idea of ef- 
fectiveness and convenience. 

It is Just What You Want for Your Desk. 


42mo, 403 pages, fully indexed, $2.00 net 
mail, $2.72). 














eRe White Ribbon Remedy 


One of the best mail order and drug trade 
medicines on the market. Apply to WM, ALDEN, 
64 Federal Street, Boston, Mass. 





BRITISH ADVERTISERS’ AGENTS 





& 


Estimates and every information supplied 
St. Bride St., London, Eng. Founded 1853. 


PUBLISHERS 
Increase Your Circulation 


The largest publishers buy them. 
Novelties to Boom Circulations 


Send for illustrated catalogue. We have 
electros. Say youare publishers. 


C.S. HORNER MFG. CO., 
1438 Penn Avenue, Pittsburg, Pa. 


Booklets 


seem to be fashionable for ad- 
vertising purposes. If you 
want to be in style write us. 
We attend to 


Writing, 
Illustrating, 
Printing. 











It is important that your printing 
be gotten up in proper style, having 
paper, display, etc., harmonize. We 
guarantee our work to be just what 
you need. Address 


PRINTERS’ INK PRESS, 











( 
THE CENTURY CO., New York 





10 SPRUCE STREET, NEW YORK. 





C15 BEING PUSHED 

00000 GUARANTEED 

PATE 20° FORMS CLOSE 15° 
VICKS FAMILY 


MAGAZINE ROCHESTER.NY. 


\ 

















deo Maran’ 
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ENZIGER’ 
MAGA ZINE/ 


The Popular Catholic Family Monthly. 


Recommended by 50 Archbishops and 
Bishops of the U.S. 


SUBSCRIPTION PRICE, $2.00 A YEAR. 
Circulation 35,000 
copies a month and growing fast. 


RATE, 15 CENTS 
an agate line, 








Beginning with the January issue 
rates will be doubled. 


Make contract now and take ad- 
vantage of the low rate. 





Only the very cleanest advertise- 
ments accepted. 


BENZIGER BROTHERS, Pubs., 








36-38 Barclay St., New York. 




















The simplest remedy for indigestion, 
constipation, biliousness and the many 
ailments arising from a disordered 
stomach, liver or bowels is Ripans 
Tabules, They have accomplished won- 
ders, and their timely aid removes the 
necessity of calling a physician for many 
little ills that beset mankind. They go 
straight to the seat of the trouble, re- 
lieve the distress, cleanse the affected 
parts, and give the system a general 
toning up. The five-cent packet is 
enough for an ordinary occasion. The 
family bottle, 60 cents, contains a supply 
fora year. All druggists sell them. 








The Evening 
Journal *s? 


A two-cent iol paper. 


Enterprising but not sen 
sational. 
HOME not Street circu- 
lation. 
Only one edition daily, 
nce :— 
Every copy a family of 
readers. 
Circulation Averages 
1899, 1900, 1901, 
14,486 15,106 15,891 
1902, 17,160 


The American Newspaper Directory 
awards the mark ©© fer quality 
of circulation. 




















“We Rest 
Our: 
Case’”’ 


with the advertiser. 
THE TIMEs keeps a 
detailed record of 
circulation and fur- 
nishes the American 
Newspaper Direct- 
ory with a sworn 
statement. 


No Other 
‘Casster odie Does This. 


nav Avce Q) 1-77 net 
ChesterTimes 


WALLACE & SPROUL, Pubs., 
CHAS. R. LONG, Business Manager. 











F. R. NORTHRUP, 220 Broadway, 
New York Representative. 
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More than any other newspaper 


The New York 


Morning 
Telegraph 


is Reap! 

It is read THrovucs ! 
Every Day! 
ADVERTISEMENTS AND ALL! 


If you don’t understand how this can be you don’t 
know the paper. 

It goes exclusively to a class of people who have 
money in quantities — and who spend it freely. 

They read it all through each issue because it 1s 
their daily trade journal. 

They pay 5c. a copy for it and there is xo way to 
reach its readers by other mediums. 

Its circulation has always been large — it is larger 
now than ever. Its rate has always been low — and it 
hasn’t been advanced yet. 


The address is 


THE MORNING TELEGRAPH 
116 Nassau Sireet, New York 





| ( 
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LESLIE’S MONTHLY 


Guaranteed Edition 


250,000 


Copies 
. Each 
Number. 

















November 
Advertising 
Forms Close 
October Ist. 
December Forms 
on November Ist. 


November, 1902, 250,000 Copies 


‘ 125,500 go to PAID SUBSCRIBERS 
Ca eee S 131'000 Svill’ be sold to. Newsdealers 
a“ Q 3,500 go to Advertisers, Exchanges, etc. 





December, 1902, 250,000 Copies 





: ’ 17,400 go to PAID SUBSCRIBERS 
Pio CC — § {29/000 Sill’ be sold to. Newsdealers 
' Q 3,600 go to Advertisers, Exchanges, etc. 


for one year, or for 


Cost on Contracts, three pages and over, 


less Cash Discount $91.52 per page, or less than one-third 
cent per line per thousand of guaranteed circulation. 











FRANK LESLIE PUBLISHING HOUSE 
141-147 Fifth Ave., New York (Founded 1855.) 
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HISTORY 


NOT 
Prophecy 
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} IS WHAT INTERESTS ADVERTISERS 


They want papers that are known to pay and about 
which there are no doubts as to circulation. We 
are willing to stand on the record 


The Ellis Papers 


have made for themselves. They pay advertisers 
ALL THE TIME—no guess work about them— 
they are steady and persistent pullers. 

The following letter from one of the largest and 
most successful mail order houses in the countrv 
| ought to convince the most skeptical. 


~wewvrevevvwvvvyvy* 
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| SEARS, ROEBUCK & CO., Inc. 
| W. J. Kennepy, Advtg. Manager, CHICAGO. 
| C, E. Ellis Co., Boyce Bldg., City. 
} Dear Sir—Replying to your letter intregard to the value of mail order 
publications, we can say that in our experience we have found the so- 
called mail order papers are the cheapest method of publicity for direct 
returns, and we may also add that among these publications the ELLIS 
PAPERS stand among the very best in our judgment, as evidenced by 
i the fact that they always carry our maximum amount of copy. 
Very truly yours, R. W. SEARS, President, 
SEaRs, RogBuck & Co. 


These are THE ELLIS PAPERS That Pay: 


ii} Circulation. Rate per line. 
METROPOLITAN AND RURAL HOME, 500,000 $2.00 








th THE PARAGON MONTHLY, 400,000 1.50 
; THE HOME MONTHLY, 400,000 1.50 
THE GENTLEWOMAN, 400,000 1.50 
PARK’S FLORAL MAGAZINE, 350,000 1.25 


' 
| For further information address 
Hi 


THE C. E. ELLIS COMPANY, 


713-718 Temple Court Building, CHICAGO OFFICE: 
NEW YORK. 112 Dearborn Street. 
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COMING IN 
BUNCHES 























You will get all our future orders. I like your news ink very much. 
Pitts Bros., Pittsville, Wis. RepuB.ican, Newaygo, Mich. 
Your inks are all right. Your inks proved entirely satisfactory. 
INDEPENDENT, Littlestown, Pa. Journat, Camp Point, Ill. 
Your news gives satisfaction. Your goods are all right. 
GazettE, Little Rock, Ark. Re-Union, Watertown, N. Y. 
Your news ink was all a. Your inks are giving perfect satisfaction. 
___News, LeRoy, N.Y. | Wixsur Downs, Atlantic City, N. J. 
Your inks = all right. Have no cruise to make. 
Ecuo Novetty Co., Echo, N. Y. Cc. - MAsTEN, Bloomington, Ind. 
Inks were all O. K, Am well pleased ‘with all your inks. 
F.C. Witcox, Hamburg, N. J. eF Frep Suarrer, Evans City, Pa. 
Ink was very satisfactory. ; : We found your inks nks entirel satisfactory. 
Sun, Fort Covington, N.Y. Turirt Pus. Co., Springfield, Ohio. 
We are well satisfied. Your inks can’t be beat. 
Grose, Cadillac, Mich. Courter, New Washington, Ind. 
Your ink is all right. Could not get eae. 
Leaver Ma! Mai, Granby, Que. W. J. Matz, Allegheny, Pa. 
Your inks do ute ou say “you say they will. We do not want any better. 
tus, Loganville, Ohio. | Journat, Spartanburg, S. C. 


Testimonials seem to be showering on me the past 
couple of weeks and it makes me feel like a child with a 
new toy. Of course Iam well accustomed to receiving them, 
as I could fill a book as large as Webster’s Dictionary, 
but in the fierce fight now going on for business, it proves 
that Iam holding my own, even though I am the only 
man in the world who demands the money in advance. 
Oftentimes I receive complaints which I feel morally cer- 
tain are not on me, but I swallow my medicine like a 
good patient and smooth matters by exchanging the ink 
or refunding the money. I never make an enemy. Send 
for my price list. Compare it with what you have 
paid for inks on credit. If the saving is worth while, 
try me on a small order. Address 





PRINTERS INK JONSON 


17 Spruce Street - - - New York. 
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The 


re about two thousand 


the daily sales of al 
its contemporaries to 


ng the carriers, 


The bulk of the newspaper circulation in Philadelphia is served by carriers directly into 
the homes of the people and the InQuIRER undoubtedly leads amo 
statement above however, refers only to ihe newsdealers’ sales. There a 
The InquiRER depends upon 


newsdealers in Philade)phia and the InqurreR printed as above 


whose figures could be obtained. 
print the figures of the other newsdealers. 





